
































BOOT and SHOE 


ecor 





jer 





N A Paw @& t ae ee ee ne T H 


SSETESES ES NET Veereecstecateeueerere © © ERR ERE errr 


Sees bude pee es' wei dub i.e 


oct -§8 \947 


 Weemae's 


ANTIQUE COPPER 


Exclusive tannage gives Winthrop another first — Antique Copper—a 
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distinctively rich, distinctly masculine color that’s sure to catch the eye 
and suit the fancy. of style-wise men. 


Made in bluchers and bals, straight tips, wing tips and plain toes, 
Antique Copper gives W inthrop dealers a variety of” “sweeteners” that 
will win them many an “on-sight” sale. 


Antique Copper will be extensively promoted in Winthrop’s 
national advertising next spring. 


“Winturor Suoes  Winturor Jrs 


for men for boys 


$795 to 8] 395 $595 to 8°795 


(Seme Higher) (Sizes 1 to 9) 


Also 
[n-2-OoTeR Leisure Shoes *$9* 
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See Winthrop’s Line of Leaders 
PALMER HOUSE—Rooms 828, 829, 830 
Chicago — October 27, 28, 29, 30 
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Winthrop Shoe Co. @ Div: International Shoe Company @ Saint Louis 
New York Sales Office, Room 914, Marbridge Building 





ill | 


| 


ih 


i 
AH 


HiT 

ii 
wer 
rrr 

vei 


— 






































ao 


open toe and cross bands 

with pinked edging, ex- 

tension sole, square heel. 
By 


New York 





“Dearborn D’Orsay” 


Louckerman ey Fox, Gne. 


Tandrite Calf Color No.572 Town Brown 

















Go right down the line 


and judge for yourself. . 





E. Hubsechman & Sons & 


INCORPORATED 


Philadelphia 


THE DESIGNER who choosesa calfskin worthy 
of realizing his ideas. 


THE CRAFTSMAN who requires the finest 
calfskin to do justice to his skill. 


THE MANUFACTURER who is jealous of 
his quality standards. 


THE RETAILER who is proud of the beauty 
and performance of his shoes. 


THE CONSUMER who knows through experi- 
ence the fashion and long wear of Tandrite. 


Facts prove that the great majority 
prefer Tandrite Calf 
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Something really new and different ...and a 
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wonderful fashion and volume builder for your shoe 







department! A “family album” collection of gay, young 





shoes (just two are shown here) . . . richest black suede, 






enlivened with gleaming gold kid. Deb Shoes by Joy 


priced to retail from 7.95 to 10.95 












1822 Pilgrim —wedgie 
pump; closed beck and 
toe with gold piping 
and gold metal buckle. 


ne bby 


A few franchises ore still available. Your phone o: wire will bring you a representative from . - Gor Shoemaker ,, Duc. , StlouuaMe. 





1816 Evgenia—sling 
wedgie pump; open back, 
closed toe; black 

svede with gold trim. 








NEW YORK OFFICE: MARBRIDGE BUILDING - (OS ANGELES OFFICE: HAAS BUILDING 


| SEE THE FULL SPRING LINE 
ROOM 539A STEVENS HOTEL - CHICAGO SHOWING 
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ist note 
these feature i 


7 2« e+ AN ALL-STAR 
LINE-UP 


And tell ‘em about the Arch- 
Brace, another Nu-Matic plus 
feature that’s built in to assure 


added comfort and finest fit . . . 
Tell those customers about the 
patented Nu-Matic construction 


that cushions their feet to deliver 
yielding. shock-absorbed comfort . . . 


HOLLAND-RACINE DEALERS 





place a high value on their independence and so do Dist sities wale teieaiines the 
we. Seeing eye to eye on the importance of this mag ce ag steel — that 
‘ . ‘ re-intorce INu-Matics at this point 
independence, we seek at all times to strengthen it, of strain, you've got a sale — and 


a satishi customer. 


never to compete with it through company stores. 
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In the store... its “SUGARY 
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CG. LEVOR & CO., INC. GLOVERSVILLE, N. Y. 


"r Tanners Since 1876 








INTRODUCING 
the irst of 


Leatherbury’s Startling New 
Line for 1948 ... 


Here is the Line for Extra 
Profits and Hundreds of 
New Customers for You 
in "48. 










#77 all black Suedene only 
4-9, 7-10 


a ne --9"" $1.322 net 


These patterns are hand 
lasted, hand laced with 
suedene uppers and rub- 
ber soles. 


#637 black only 4-9, 7-10 
#640 black with red lacing 4-9 only 
#646 black with green lacing 49 


only 
#645 black with gold lacing 4-9 only 


$1.37/2 net 


Delivery Oct. 15th 


Due to the demand and low price of these shoes we cannot ship less than 
36-pair case lots. We cannot send samples. 


LEATHERBURY SHOE company 


63 INDIA STREET BOSTON 10, MASS. 
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Styled to the =" 


@ Walk-Over Easi-Gaits! Thoroughbreds through and 
through . . . from their extra mellow leathers to their 

famous “built-in” flexibility. Welt-soled walking 
shoes that combine high-style with unparalleled 


comfort . . . unusual lightness with sturdiness. 












Reason enough why Easi-Gaits enjoy such 
tremendous feminine acceptance . . . why 
this versatile line of shoes has been 
such a consistent success story for 


our dealers. 





Easi-Gaits from $14.95 
alk-O ices j 
Nationally Advertised .:: Other Walk-Over prices from $12.95 


Internationally Accepted 


Ou ASC Cuite 


*REG. U.S. PAT. OFFICE 
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ONCE THEY'VE WORN » KANGAROO 


NO OTHER LEATHER WILL EVER DO | 


F ACH year thousands of new customers join the throng who wear ; mY 
Kangaroo and who have been convinced of its superiority as an attractive, 

soft, supple, yet strong shoe leather. When they say Kangaroo, they mean 

Genuine Kangaroo, Tanned in America. The unusual finish, beauty and 

strength of this leather cannot be imitated. Insist on Genuine Kangaroo, 

Tanned in America, in every pair of Kangaroo Shoes you sell. Your regular 

source of supply will welcome your interest and for your protection and 

that of your customer will ship your shoes tagged with this attractive label, 

which should mark every pair of Genuine Kangaroo Shoes. 


Yours Fer The Asking: 

Of all the animals that roam the face of the earth, none 
is stranger, nor more unusual, than the Kangaroo. So that 
you and your customers may know more about this re- 
markable animal, and the fine leather that is tanned from 
its hide, America’s experienced producers of Kangaroo 
Leather have prepared an attractive brochure — “The 
story of the KANGAROO”. It’s yours for the asking in 
quantities sufficiently liberal for distribution to your 
staff and to your interested customers. A postal card 
mailed to the Kangaroo Association, 9%h & Westmoreland 
Sts.. Philadelphia 40, Pa. will bring you a supply. 
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The Manhattan — Newest all- 
weather light-as-a-feather Boot by 
Cambridge—is a masterpiece of 
dainty, exquisitely styled protec- 
tion in snugly warm fur-trimmed 
velveteen. Genuine sure-working 
Talon Fastener for long-life ease. 


Be FIRST in your community to 
feature 1948's FIRST in lovely 
feminine foot protection . . . 


Stock and display THE MAN- 
HATTAN by Cambridge. 


The 
MANHATTAN 
Boot 











ON DISPLAY 
October 5 thru 9 
Hotel New Yorker 


Rooms 718-719 
ond 


National Shoe For 
Chicago — Hote! Morrison 
Mertanine Floor 
October 27 thre 30 





THE Cambridge RUBBER COMPANY 


FIRST in Foot Fashion 


Ca as Ct se = woe 
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MASSACHUSETTS 






























is the leather that sells your shoes 


to those who appreciate richness of finish 


The warm gleam of unglazed Cretan Calf sets it 

apart from ordinary shoe leather. Like. all Gallun 
vegetable tannages, this popular leather cuts well — 
with clean, perfect punchings and perforations that 
further enhance the beauty of the shoe. 


And, thanks to the glove-soft feel of aristocratic 
Cretan Calf, comfort begins the first time the 
shoes are worn. This rich-looking leather stays soft, 
too — despite repeated wettings and dryings. 

Give your customers a chance to buy both beauty and 
comfort in one pair of shoes, Watch them come back 
again and again for “more of the same.” Check the Gallun 
numbers in your orders to leading manufacturers. A. F. 
Gallun and Sons Corporation, Tanners, Milwaukee, Wis. 
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FOR ALL THE FAMILY 


ONE NAME> ONE LINE - ONE 
MERCHANDISING POLICY 























SUNDIAL SHOE COMPANY 


MANCHESTER NEW HAMPSHIRE 
DIVISION OF INTERNATIONAL SHOE COMPANY 





October 1, 1947 9 








in Shoe Goring 


Repeat Sales 
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™ There is only ONE Vul-Cork Sole—tried 
and tested. The Cambridge Rubber Company is 
pleased to announce that the material supply is 
now such that Vul-Cork soles have resumed their 
pre-war rubber air-cell formula, which — gives 
HEFTY APPEARANCE and LONG MILEAGE 
plus flexibility and feather- weight lightness that 
will actually float on water .. . remarkable resili- 
ence which cushions rough-underfooting! — plus 
the famous Vul-Cork surefooted slip-resistance. 

Vul-Cork Soles are now supplied in Red, 
Brown and Black — in your choice of Smooth- 
Buffed or Rough-Rib finish — with a new Vul- 
Cork innovation — MATCHING HEELS! 





October |, 1947 


Vul-Cork Sole prices are now reduced sub- 
stantially — passing along to Vul-Cork users sub- 
stantial savings in production costs due to huge 
increases in Vul-Cork Sales and production . . 
and making the exceptional long-wearing econ- 
omy of Vul-Cork Soles an even greater bargain 
for the wearer. 

Vul-Cork Soles are the product of over 10 years 
of specialization. They have won their outstand- 
ing position through sheer merit alone. They 
possess outstanding extra-value features unique 
in the sole industry. 





ON DISPLAY 
Hotel New Yorker — Rooms 718-719 
Oct. 5 thru Oct. 9th 
else et 




















TOES STYLED WITH 














For style — it’s important to reproduce accurately the toe lines of the tast. 


For comfort — it’s important to fuse toe linings permanently in place. 
Both these objectives can be attained with “CELASTIC” Box Toes. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
Boot and Shoe Recorder 

















Here is 
that’s easy fo use 


emer ence wee ee eee ee oe 


For over 38 consecutive years Ball-Band advertising has been building consumer 
acceptance—and Ball-Band quality has been building consumer preference for 
half a century. The great Fall advertising campaign continues to tell the story 
of Ball-Band quality to your customers ... to your prospects. And again this 
year it has been designed and written so that you can easily make it YOUR 
advertising campaign. Here is why— 


FIRST Every advertisement features the famous Red Ball trade- 
mark in full color. 


SECOND = This same Red Ball trade-mark is on every pair of 
Ball-Band waterproof footwear. 


THIRD Every advertisement tells the reader: 


“Look for the Red Ball trade-mark in 
the store—and on the sole of the shoe” 





$O—your customers—your prospects will be looking for the store that displays this famous 
Red Ball trade-mark, long recognized as a symbol for the best in waterproof footwear. 


THAT’S WHYS I: is easy for you to make this great advertising campaign your adver- 
tising campaign. 

Simply display the Red Ball trade-mark and Ball-Band foot- 

wear prominently in your windows and throughout your store. 


It is a sure and effective way to easier sales . . . more profits and more satisfied customers. 











ee 





National Advertising 
for your store 
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Scores of millions of readers will see 
Ball-Band messages in these publications 


LIFE COUNTRY GENTLEMAN MISSOURI RURALIST 

MADEMOISELLE FARM JOURNAL KANSAS FARMER 

VOGUE SUCCESSFUL FARMING NEW ENGLAND HOMESTEAD 
KENTUCKY FARMER DAKOTA FARMER 

povided — OHIO FARMER PACIFIC NORTHWEST FARM TRIO 
PROGRESSIVE FARMER AMERICAN AGRICULTURIST 

PARSER PENNSYLVANIA FARMER 
SOUTHERN AGRICULTURIST 

FIELD AND STREAM GEE Ganon Ramen enee 4 anaes CANNED 

OUTDOOR LIFE FARMER'S GUIDE 
SOUTHERN PLANTER 


SPORTS AFIELD 


Ball-Band 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
MISHAWAKA, INDIANA 


. U. S. Pot, 
#. 901 
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for Young America’s Comfort... 
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IN STOCK! Order NOW For E 
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Something New 
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ICCLE TOF enon co 


355 Badger Ave., Newark 8, N. J. 





200 West 34th St. 


NEW YORK SHOWROOM 


GENERAL OFFICES 


Hotel New Yorker, October 5-9 


Visit Our Showroom 610 at Shoe Manufacturers’ Exhibit 
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When you make 
}, / fff 
like thesey youAnust be sure off phe Auuality 
ee pse 
and strength of yéur leather. That’s why Colonial 
/ j 


Patent is the choice of the country’Meading/ makers of fashion {getwear. i 
j et, 


».- 
/ 
y 


5 / 
iG Se A COMPANY, Inc. 


BOS TON 11. MASBACHUSETITS 
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New heel heights are reached when fashion 
decrees short coupled lasts p/us platforms. 

The increased requirement for structural 
strength can be met with a well-fitted shank of 
the closed-slot fiddle design. This is but one 


of the many United Shanks for smart footwear. 


VITA TEMPERED STEEL SHANKS 


ere tough, hard, uniform. Fit like master models. 
Clean, ready to use. Preserve Balanced Tread. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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White #200 

lack 720! 

Brick Red #202 
ple Green #203 
Russet 4204 
Blue #205 
#206 

tle Green #207 
Smoked Elk #211 
Sahara Beige /2)2 


Tawny Tan 7213 





fo / 
y ic 
: Zy Sa Y 
Colonial Elk comes in white and all the 


fancy colors that fashion favors. It makes ha q th (: iil 


shoes that sell fast because theyre color 






right to attract attention —comfort right to sell. 
Even in baby’s shoes, where the comfort of mellow 
Colonial Elk is of first importance, a dash of color speeds up 


sales. Write now for samples of this colorful line. 


Colonial Tanning Company, Inc., Boston 11, Massachusetts 
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ANOTHER IMPROVEMENT IN THE UNITED LINE 
OF ADHESIVES FOR SHOE MANUFACTURING 


In shoemaking language, a cement that is clean 
handling—almost colorless, is referred to as “lily 
white.” United has added six “lily white” numbers 
to its extensive line of adhesives. This makes possi- 


: “a PRODUCTS OF B B CHEMICAL CO. 
ble even more exacting selection of ‘‘a cement for a 


particular situation.” ait 
Selection is made easy by reference to ae -Y ADVANTAGES 
“WAC Adhesives,” a handy booklet crane ALL IN ONE TYPE CEMENT 


1 Excelient breok —runs extremely weil in solvent coment- 
ing machines 
2 Greater freedom from staining hazards — almost 100 % 
colorless. 
3 Drying time and tock periods easily adapted to 
most factory schedules. 


. 4 increased strength — 
adhesives should have a copy. See your = 2 Seagal neg with- 


ei 








which catalogs 60 Be Be Bond and Be Be 
Tex Cements plus 28 different Hub 
Adhesives, Pastes and Glues. Every 
superintendent, foreman and buyer of 





United Representative. 


UNITED SHOE MACHINERY CORPORATION © 
BOSTON, MASSACHUSETTS : 


20 Boot and Shoe Recorder 














Blue Calf Suede 
with gleaming 
Bive Colf Trim. 


This threesome points up the trend to CONRAD 
— today’s prime source of fine footwear espe- 
cially designed for your individual brand. 

Only CONRAD could have created these 
sleek, lightweight calf and suede combinations 

. style masterpieces fresh from the drawing 
boards, every line and stitch bearing the mark 
of CONRAD craftsmen 

CONRAD'S reputation is for handsome, ex- 
clusive styling, combined always with unvarying 
quality — all-important factors with the individual 
retailer whose name represents integrity in his 
community. 


Look to CONRAD always 
for the creation of styles outstanding. 


October |, 1947 






NO. ABINGTON, MASSACHUSETTS 
Sales Offices 


EMPIRE BUILDING, DETROIT 
83 LINCOLN STREET, BOSTON 
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Nationally Advertised 
Natural Bridge Shoes are 
made by Natural Bridge 
Shoemakers, Division of 
Craddock-Terry Shoe Corp., 
Lynchburg, Va. 







These NATURAL BRIDGE Shoes 


breathe as they walk, says Brogi, 


because they’re made of 








ep Stan a - 
This “breathing” quality of Brogandi 
is an important reason why it makes extra 
fine shoes. There are others, too . . . the handsome 
grain . .. the sturdy finish that’s practically 
scuff-proof and shines up like new for ages . . . 
the softness and suppleness combined with unusual 
tensile strength. All these features make Brogandi the 
finest leather for shoes for everyone from toddlers up. 
You put extra quality into your shoes when 


you make them of Brogandi. 


JOHN R. EVANS & COMPANY, Camden, New Jersey 
Est 1857 
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CHRISTMAS IS REALLY * 
SHOE STORE THIS YEAR, W 
CHILDREN’S AND MISSE 

















Here's on extra Christmas bonus for you. 
Every youngster who ever saw a 
Western movie or listened to the Lone q § 2 
Ranger will put a pair of Rancher Boots 
at the cp of his or her list for Santa : 


Claus . . . or just below the pony, oat least. = 


oe, 
Rancher Boots ore genuine o 


Goodyear Welts — have oak bend - 
soles, Frye craftsmanship, and come in om a FS - 
several patterns and various color ae 

combinations. Children’s sizes 


8% to 12. Misses’ sizes 12% to 3. 


a 


Get your order in now so 
that you may have Rancher Boots 
on display from the start of the 
Christmas season. For complete 


information write to 




















ne Good Look Deserves Another 





The smooth rolling lines of this smart and experience of United Last Model-Makers. 
closed-toe shoe reveal at first glance the Combine United Last Slyling with the fine 
finely styled character of the wood. The _filling qualilies and the result is faster-selling, 
demand for more comfort is easily met with- _ business building footwear . . . shoes with a 


out sacrifice of style by the craftsmanship greater reputation... today and always. 


UnitTeEpD Last Company 


BOSTON, MASSACHUSETTS 
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“s 
BRIGHTENS THE 
FALL SEASON 


WITH A 





Flashing across the country in The 
Saturday Evening Post, November 1, 1947 


Bright news for Fall . . . a Bostonian promotion that's 
a complete package! Primed with a colorful ad in a 
leading National magazine. Merchandised to a 
fare-thee-well with adapted newspaper mats, unusual 
window display props, eye-catching direct mail pieces. 
A brilliant tie-in promotion that will channel the initial 
magazine impact into your store! It’s power plus! 
Coordinated advertising, of this kind, is an accepted 
business principle with Bostonian! Investigate today! 


TH SHOE & LEATHER CO. 
WHITMAN. MASS. 
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They just can’t take it! 


Genuine reptiles are usually bark- 
tanned and are quickly and perma- 
mently disceleored by steam. 

De not attempt te steam-selten 


thermeplastic bex tees in rep- 


tile uppers. Get your Beckwith 

agent’s recommendatien in 

advance of cutting uppers. 

Depending upon which prac- 

tlee your cenditiens best faver, 

he can elther supply yea with 

dry heaters or arrange fer your 
temporary use of canned pre- 
soa selvent bex tees which 
require ne solvent wet- 


ting at pulling-ever. 
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newest shoe name at Brown, 
is a complete line... 






that covers all sports 
and casual needs... 


TAILORED 
WELTS 
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Ca Cola 


Coke 


are registered trade-marks 
of The Coca-Cola Company 





Coca-Cola and its abbreviation Coke are both registered trade- 
marks that distinguish the same product—the product of 


The Coca-Cola Company. 
Coca-Cola is Coke; Coke is Coca-Cola—and nothing else. 














THE COCA-COLA COMPANY 
é : i a 
CGY; 
—= 


‘Cok e 





Ask for it either way—both trade-marks mean the same thing 


cory MT 1947, THE COCA-COLA COMPANY 
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Smart Shoes (Desco Shoes, that is) 
like pretty girls “click on sight”! “Let's 
Go With Desco” means to go along 
with the most value-full, saleable all- 
seasons casuals at or near the low 
Desco prices — $4, $5, and $6 re- 
tailers! 










We'll Be Pleased to See You At Desco’s 
Showing of Exciting, New Buy-Appea! Styles 


Meet Us At The 








NEW YORK SHOW OCT. 5-9 
HOTEL NEW YORKER ROOM 632-633. 





NATIONAL SHOE FAIR 
CHICAGO SHOW OCT. 27-31 
HOTEL MORRISON 
ROOMS 739, 740, 741, 743,745 









DESCO SHOE CORP. 
47 West 34th Street, New York I, N. Y. 
Factories: Long Isiend City, N.Y. « Auburn, Me. 
Webster, Mass. + Brooklyn, N. Y. 
Showrooms: New York: Marbridge Building 
Chicego + LosAngeles + Dellas, Texes 


Léti go with Deseo” 











ng JO 
ror Roughing 


ai tas, He kind ek does is important to the merchants who sell shoes made 

by the use of this Compo emai. ret ck speed forating head i is of unique design, utilizing circular saw tooth 

picker discs of extremely hard steel. These sharp teeth go deep below the surface of the leather — raise the best 

fibres — preparing the sole for a most thoréugh penetration of the Compo cement. This insures perfect adhesion 
and a permanent bond between sole and upper. 

This Compo Sole Rougher is an important vaitin. our process. It 1s one of the reasons why so many of the foremost 

manufacturers of the country have come to rely upon Compo for highest efficiency in making cement-soled shoes. 


COMPO SHOE MACHINERY CORPORATION - BOSTON, MASSACHUSETTS 


y that, Makes the ; Beto, 











To Retail at 
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YOU DON’T HAVE TO BE A SUPER-SLEUTH TO KNOW THAT- 
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And They'll be getting around to your store for these lively 
young Huskies — sure to make a hit with Style-wise Cus- 
tomers. Tie in with Huskies’ National Advertising Cam- 
paign in ESQUIRE, LOOK, PIC, SEVENTEEN and 
CHARM. Attention-getting window displays 


and mats are yours upon request. 


Retail Shoe Value 
in the Nation! 


CHING 0 ce 


Red—White—Brown & Black 


Huskies are made of heavy 
elk by Trostel, have the Trade- 
marked Huskies “Sole with a 
Lift’ of non-marking rubber! 
Sizes 3-9. . . other styles avail- 
able for men—boys and girls. 


Act now—get in touch with one of these Huskies Distributors. 





Lene Shoe Company * 555 Atlantic Avenue * Boston, Mass. 
C. W. Marks Shoe Co. ¢ 41 S. Wells Street + Chicago, til. 
Powell & Campbell © 122 Duane Street * New York, N.Y. 
Stephen Putney Shoe Co. © Richmond, Va. 
B. Rosenberg & Sons * 22 Decatur Street * New Orleans, ta. 
Solnit Shoe Company * 817 S. Los Angeles St. * Los Angeles, Cal. 


HUSSCO SHOE CO., 1328 BROADWAY, NEW YORK CITY 
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ELAINE. Black soti 
$3.85. Silver kid, $5.85, 
Gold kid, $6.85. 


REGINA. White sotin, 
$3 


RITZY. White sotin, 
Silver kid, $5.85. 
kid, 





. $3.85. 
Gold 














HONEY. White sotin, 
$3.5G. Silver kid, $4.50. 
Gold tid, $5.75. All in 
righ. cuban and college 
eel. 


lester pincus shoe corp. 
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Look for Welico 

Foamtreads at the 
Chicago Fair 

Room 903, Palmer House 





Designed for teens and misses, 
Wellco Foamtreads appeal to every 


To Retail about 
- woman who wants to look and walk 
4.95 and 5.95 — young. In black, brown, white and 
full range of fashionable colors and 


combinations. Elk-tanned and suede 
splits, sizes 4-9, widths narrow and 
medium. 


Wetic 0° ITN LQ of" 


é 








On the foot, trim lines, youthful style, perfect fit. Under the foot, a patented** sole of 
leather and air—air imprisoned in millions of tiny foam rubber cells. You'll 
walk on air, literally, in this lightest, springy-est, smartest shoe! Every retailer 
who has seen Wellco Foamtreads has responded with enthusiastic acceptance 
of this exciting new shoe. It will be promoted through full-page full- 
color advertisements in Vogue, Seventeen, Charm, Mademoiselle, 
Glamour and Calling All Girlsk—plus a complete merchandising 


program—displays, dealer helps, sales training book- 







lets. Get in at the beginning to profit from Wellco 


Foamtreads. Write today for details. 


+*U. 5, Patents No. WELLCO SHOE CORPORATION 
Other Pats. Pend. WAYNESVILLE, NORTH CAROLINA 
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The close tie-up between the prices the American shoe industry must 
pay for its raw materials and the international hide and leather situation is 
nowhere more clearly illustrated than in the Argentine attempt to successfully 
control her large exportable surplus of hides. 


In early August, rumors to the effect that Argentina would lift export 
controls on hides and leather simultaneously helped to bring about a drop in 
U. S. hide prices of about three cents. 


There is now little doubt that the Argentinians are worried about 
their large stockpile of hides which they have been holding in the hope of ob- 


taining prices considsrably above world levels. 
While controls on hides and leather were not lifted as had been 


rumored, the Peron government recently decided to wipe out the controls on 
leather only, further illustrating Argentine concern over the accumulated hide 


stocks. 


























Speculation is rife in government circles in both Buenos Aires and 
Washington as to whether this action is a forerunner of similar action on hides. 


Argentine sources place their hide stocks at about 2,000,000; however, 
trade opinion is that the total is closer to 4,000,000. In any case, if this 


large quantity is suddenly thrown on the open market it would depress domestic 
hide prices—now about double the old OPA ceilings. 


Since current hide prices as well as those of other raw materials are 
held to be the key to high shoe prices, such action on the part of Argentina 
would be welcomed in U. S. shoe circles. 

oe Oe ie 

With footwear production well below 1946, government experts estimate 
that continuation of the current rate of output will result in a drop of about 20 
per cent during 1947 as compared with last year's record. 


Retail pairage sales will probably decline by more than 25 per cent. 
This means that about 25 million pairs will find their way into inventories this 
year. 











Leather shoes will make up the bulk of this addition to inventory, 
since the principal decline in both production in sales has been in the non- 
leather types. 


* *# & & 


During the second quarter of 1947, the injury frequency rate in the 
shoe manufacturing industry declined to 9.2 disabling injuries for every million 
employee—hours worked as compared with a rate of 10.4 disabling injuries during 
bey es quarter, according to the latest report of the Bureau of Labor 

atistics. 


The second quarter rate in the shoe industry is well below that of 
15.7 for manufacturing as a whole. In the shoe industry the injury frequency 
rate has dropped consistently for about two years. 

In the leather industry the record improved during the second quarter 
when 27.9 disabling injuries were recorded for every million employee-hours 
gt as compared with a rate of 34.4 injuries in the first three months of 

e year. 
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THE OME WAY 


lo make a 
lop-qualily shoe 


@ “What must it sell for?” By this standard most 
shoes are made. And, because they’re aimed at a 
primarily price-conscious market, material 

and labor costs must meet this price. 







Many supposedly “top-quality” shoes are 
also made this way. Not, however, 
Keith Highlanders. Their makers, the 
Geo. E. Keith Company, set as their 
standard the goal of perfection. 


To reach that goal, the Keith Com- 
pany spares neither time, skill 

nor materials. They ask themselves 

one thing only: “Is this the finest shoe 
we know how to make?” And 

their answer must always be “Yes.” 
Matchless quality is the policy—a 

policy that is proved right by the 
increasing number of customers demand- 
ing Keith Highlanders. 


Keith Highlanders reflect a heritage of craftsmanship 
handed down through seven generations of the Keith 
family—a shoe making tradition 189 years old. 


THE PROUDEST NAME IN SHOES 


Geo. E. Keith Company, Brockton 63, Mass. 











See him at the 
NATIONAL 
SHOE FAIR 


Chicago, Oct. 27 to 30 


Rooms 719 and 720, Hotel Stevens 


e 
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lh of the sade 


C. G. FISHER, manager of Nissen’s 
Shoe Store in Oklahoma City, says: 

“I look for Fall business to be 
exceedingly good. There is every 
indication that it will be. Supply is 
now plentiful. We are not having 
any trouble getting shoes now. 
While men’s shoes are not yet in 
full production, we are nearing the 
time where production reaches the 
demand. We are getting merchan- 
dise in on time—better than at any 
period in the last five years. 

“With the new styles as they are 
and with the emphasis on dress 





lengths, shoes will be accented. 
Women will demand shoes to match 
in both quality and style. 

“We have had no price resistance. 
People are willing to pay for quality 
merchandise and they are going to 
wear shoes! If you give good ser- 
vice and carry what the people 
want, you will enjoy good business. 
To have enjoyed twenty-five years 
of successful operation we've had to 
give the public something they 
want. We emphasize proper fitting 
very strongly and carry a wide 
variety of sizes and widths.” 
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GOOD NEWS! The latest, revised 
edition of THE SHOE AND 
LEATHER LEXICON is again 
available. Over the years some 
145,000 copies have proved the ef- 
fectiveness of the LEXICON as a 
useful “tool of the trade”, and its 
acceptance has been national and 
international. We were pleased to 
receive a letter from D. A. D. Lyons 
in Johannesburg, South Africa, re- 
cently, in which he wrote: 

“As I have just entered the 
shoe and leather trade, I have 
found your Shoe and Leather 
Lexicon quite indispensable. 
However, as the edition I have is 
rather old, having been published 
in February 1916, I would ap- 
preciate it if you would inform 
me if you have an up-to-date edi- 
tion. If so I should very much 
like to obtain a copy. I trust that 
the address I have used, although 
thirty years old, will find you.” 
Nathan Hack, of the Hack Shoe 
Company, Detroit, Mich., adds 
his bit of friendly advice: 

“Authentic information per- 
taining to one’s own business is 
the all-time deciding factor be- 
tween success and failure. To buy 
a shoe for a certain given price 
and retail it at a legitimate mark- 
up is but a minor part in a busi- 
ness transaction. 

“To fortify one’s self with 
added knowledge, we recommend 
the most informative little pub- 
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lication that has ever graced the 
library of a shoeman. Yes, we 
have in mind THE SHOE AND 
LEATHER LEXICON by the 
late Arthur D. Anderson, nation- 
ally known shoe authority whose 
contributions to the shoe and 
leather industry will live forever. 
The hundred and nine pages of 
the LEXICON are filled with use- 
ful information that nearly every 
one of us must refer to almost 
daily. 

“If you already have a copy, 





we would advise you to purchase 
enough copies for each and every 
one of your employees. The more 
information your sales organiza- 
tion is fortified with, the more 
valuable they will be to you in 
serving your trade.” 

(The Shoe and Leather Lexicon is 
75¢ per copy and may be obtained 
from Boor anp SHoe Recorper, 
100 East 42nd Street, New York 17, 
N. Y.) 


“LOWER HEELS in the South” 
—that’s the opinion of Barney 
Cockrell of The Rose Slipper Shop 








in El Dorado, Ark. He says: 

“What do you have in a low heel 
dress shoe? That question is asked 
many times. Southern women have 
been spoiled to low-heel comfort, 
brought on, more or less, by com- 
fortable casual footwear. I wonder 
why the shoe manufacturers don’t 
design more extreme dress-up 
ladies’ shoes in the more comfort- 
able, medium and low heel styles. 
Low-heel dress shoes never stay in 
stock long enough to -be displayed 
—where high heel dress shoes have 
to be sold by pressure. 

“In my store price is not impor- 
tant if we have the heel to suit. 
Since shoes have become more 
plentiful, it’s a question of heel pref- 
erence rather than any other fea- 
ture. Give us low heel shoes ‘down 


South.’ ” 





COURTESY 





— "Life," said Emerson, “is not so short 
but that there is always time for cour- 


tesy. 

—Young X, cub salesman, was asked 
by his employer to give a report on 
the reception he received on his first 
twenty-five calls— 

—Five executives gave him an oppor- 
tunity to present his case, six re- 
quested him to call again, nine were 
“not interested" or “too busy to talk" 
and the remainder were either rude 
or insulting. 

—Young X made this significant state- 
ment: “| hope that some day I'll be 
influential enough to do a real ser- 
vice to the five men who gave me a 
hearing.” 

—The cub of today may be the “big 
chief" of tomorrow. 

—It pays to be courteous. 


President 





ToBIE SCHNEIDER, owner-man- 
ager of Schneider’s, Panama City, 
Fla.. savs: 

“Til-fitting shoes cause ill tem- 
pers as well as many physical pains 
ether than foot suffering. We pro- 
pose to ‘get at the bottom’ of the 
trouble and make our customers 
-——from infants to adults — foot 
happy by using recognized, correc- 
tive methods of shoe fitting.” 
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MAXWELL E. BENSON, director 
of public relations for General Shoe 
Corporation, Nashville, Tenn., says: 

“One of the ‘pet ideas’ we have 


in General Shoe is not to call our 





plants ‘factories.’ If that may seem 
a bit strange, you'll be interested to 
know why. Too many times a per- 
son associates the word ‘factory’ 
with working conditions of 1900; 
with dim lighting, stuffy ventilation, 
child labor perhaps, long hours, 
bone-grinding work and other such 
hard working conditions. None of 
these exist at General Shoe and 
some time ago our management 
agreed that we would banish the 
word ‘factory’ from our own com- 
pany. To us, the word ‘plant’ 
seemed more expressive of our new 
or comparatively new buildings 
with modern machinery, scientific 
lighting, ventilating systems, cold 
drink dispensers, ladscaped lawns, 
five-day work weeks, etc. 

“So—in all our communications 
here we threw out ‘factory’ and re- 
fer to our ‘plant.’ We believe people 
will see the picture as a more pleas- 
ant place to work.” 
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J ULIAN NEWMAN of Foot Step 
Shoes, Philadelphia, Pa., says: 
“The change to longer skirt 
lengths has changed the trend in 
women’s shoe buying to a greater 
extent than the retailer at first real- 
ized. It looks as though this change 
is a good idea because it is focus- 
ing a lot of attention on shoes, in 
a manner that makes every woman 
feel that she must have new shoes. 
“We notice that the more highly 
styled shoes, with the higher heels, 
are in greatest demand. Higher 
heels, higher built up shoes and lots 
of ankle straps go with the longer 
skirts, to advantage. Open shank 
pumps are important — to go 
with suits and dresses. The trend 
is towards dressy shoes — away. 
from the conservative types that 
women have had to buy the past 
few years. Although black suedes 
and calfs are tremendous at this 
time, with plenty of brown follow- 
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ing suit, we know the importance 
of colors for the coming season. 
The most prominent colors begin- 
ning to set the pace now for the 
near future are wine red, deep 
green and a certain dark shade of 
blue.” 





GRAHAM 
HONTER 
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“I'd say he doesn't like them.” 
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DANGER AHEAD? 


THE TAX-EXEMPT 


by DAVID B. CHASE 


Member of the New York and New Jersey 
Bars and partner in the New York accounting 


CO-OP 


What Co-operatives Are, How They Oper- 
ate and Why They Constitute a Threat 
to Normal Private Enterprise in Retailing. 





firm of Jj. K. Lasser & Co. Lecturer on Fed- 
eral Taxation at New York University and 
author of books and articles on tax subjects. 


CHAPTER 1: CO-OPERATIYES— 
AN ALL-OVER PICTURE 


The $5 billion dollar gap 


= Treasury is appalled at the fact that some $5 
billion in gross income yearly escapes taxation through 
a gigantic loophole in our tax law. This huge gap 
makes a mockery of our so-called water-tight taxing 
system. The march of the billions of dollars through 
this gap greatly dwarfs in amount the income that is 
undeclared by the tax evading racketeers, and the 
thousands of unscrupulous business men who shift their 
tax burdens to the vast army of harassed taxpayers. A 
host of Internal Revenue Agents are always hot on the 
trails of these gentry. But more than 800 thousand tax- 
exempt organizations form that privileged class in 
America whose $5 billion of income are beyond the 
reach of the outstretched hands of the Government. 
These march through the gap in our taxing system, 
under the wistful eyes of the Treasury, but with the 
acquiescence if not the blessing of the law. 

These privileged tax-exempt organizations fall into 
two broad groups. One group, comprising mainly 
charitable, scientific and other philanthropic organiza- 
tions, with labor organizations as a runner-up in size. 
are primarily engaged in non-business activities. The 
other and most important group, with over $3 billion 
dollars of annual gross income, is primarily engaged 
in business activity. Free from the burden of income 
taxation this group is growing by leaps and bounds in 
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the face of loud outcries by competitive business. The 
largest single classification in this group is the Farmers’ 
Cooperative Marketing and Purchasing Associations. 
In number they are about 18‘« of this group, but their 
gross incomes are about 70% of the total in the group. 

During the earlier years of the income tax system 
tax rates were relatively low. and tax-exempt organiza- 
tions could thrive with the blessings of everybody. They 
were no real threat to business in general. Neither did 
their tax-free existence mean any substantial loss of 
revenue for the Treasury. But the parade of the years 
have brought many costly burdens to the Government 
that were reflected in higher tax rates. Sheltered by 
tax freedom, the tax-exempt organizations have grown 
into formidable competitors to business. Private busi- 
ness organizations, groaning under this competition. 
are of course placed under a gross disadvantage be- 
cause they carry the tax load of their competitors as 
well as their own. 


Cooperatives—their anatomy 


Simple in principle, but usually elaborate in opera- 
tion, a cooperative is, in theory at least, a pooling or- 
ganization. Producers pool their products to save 
money in marketing and distributing them, or pur- 
chasers pool their purchasing power to buy goods at 
lower prices. Though there is a great deal of overlap- 
ping, these cooperatives can be classified as cooperative 
marketing organizations, consumer cooperatives, and 
wholesale cooperatives. Huge buying power and dis- 
tributive resources make possible ownership and opera- 
tion of producing and manufacturing organizations that 

[TURN TO PAGE 70, PLEASE] 
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OH men GOLDEN 


A Not Golden Slippers to “Climb Dem Golden Stairs” or, 
— More Literally, to Wear with Ball Gowns or Glamorous 
Hostess Robes, but Smart Little Low Heel Sandals, 
Stepins and Even Boots to Wear with Casual Clothes, 
at the Beach and at Home, for Bridge and Cocktail 
Parties, That's Fashion's New Use of Gold Kidskin. 


Reading top to bottom: Gold kidskin 
belt, covered buckle by Schaffer. Tail- 
ored elk belt with “Sunglint” gold finish 
by Cobblers. Soft wide belt by Midtown. 
Feminine detailing in pattern by V ogue. 
Contour stitched belt by Midtown. 


Reading top to bottom: Very 
smart and very naked this gold 
sandal, “Trio,” on flat heel by 
Oomphies. Hard sole and left 
and right lasts make many oc- 
casion shoe of this pretty ballet 
slipper by Prima. Sophistica- 
tion is the keynote of “Up- 
stage,” high heel wedge by Mer- 
cury Footwear. A feeling of 
classic Greece and Rome in 
this front strap sandal on low 
wedge by Mackey. Popular pat- 
tern glorified in gold kidskin 
in “Station Wagon” by Town 
and Country. 


Buss what started this new 
fashion? Those who should know say the models 
who went to Puerto Rico last Winter to pose for 
Life Magazine photographs began it. Included in 
their wardrobes were some low heel gold kid 
sandals. The girls liked them so much that they 
began to wear them everywhere, all the time, with 
cocktail dresses, with casual clothes, even on the beach. Something so revolu- 
tionary in fashions, as this, naturally caused conservative eyebrows to be 
raised in a mixture of shocked surprise and disapproval. However, the vaca- 
tioners, as well as the models, soon found that these sandals added a gay 
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SLIPPERS... 
twain oo ree 


Left: Roomy elk bag with “Sunglini™ ~ 44\> 

gold finish and interesting dagger flap 4, \ \ / \\ / 

closing by Cobblers. Right: Tailored to / \ | 
go with casual gold kid shoes is this 

unusual shoulder strap by Garay. 


Reading top to bottom: Very 
itable for ind glamor is 
the “Huntsman” in gold kid- 
skin, back-laced and 
bootie by Cobblers. Attractive- 
addition to any casual costume 
this three-buckle “Gypsy” by 
Monogram Footwear. Pretty is 
as pretty does and it does very 
charmingly this ankle strap 
sandal by Tupper Pre-View. 
Elk stepin with “Sunglint” gold 
finish by Cobblers. Single strap 
slipper on medium heel by 
Capezio, Inc. 
































light touch to a variety of Summer costumes. 

As a result, during this same Winter vacation 
season, particularly at Florida resorts, merchants 
were caught unawares by a sudden demand for 
flat-heeled and wedge sandals in gold kidskin. 
Their stocks of low heel gold kidskin shoes for 
evening wear literally walked off their shelves, 
only to be used, much to their amazement, not as evening but as daytime 
shoes. Far-sighted manufacturers, realizing that a new trend was in the air, 
scurried to bring a wide variety of suitable gold shoes on the market. Because 
[TURN TO PAGE 63, PLEASE] 
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Paces a building is constructed or a bridge is 
spanned across a body of water endless detailing is 
planned, graphed, blueprinted, modeled and _ tested. 
Similarly, the construction of a comfort shoe or any 
retail shoe business is planned and meticulously charted 
before the go-ahead signal can justifiably register a 
green light to the entrepreneur. Basically, a retail opera- 
tion revolves around a central structure of tried and 
true buying. controlling, merchandising and specializa- 
tion which periodically is revised as it develops. The 
established modern comfort and comfort-feature shoe 
retailer is no exception. Factually, in catering to wide 
and outsize feet, the shoe business presents many angles 
peculiar to itself that may be edifying in a general ob- 
servation of planning and control. 

The source of a retailer’s supply most difficult to 
obtain during the war and since, the factory producing 
wide width and large size women’s footwear represents 
item number one on the buyer’s list of prime interests. 
Ordinary shoe buying does not carry quite the risk of 
specialized buying for wide and long foot size ranges. 
It does, however bring substantial net returns for the 
effort expended by an experienced, visionary merchan- 
diser personally supervising commitments and retail 
presentation. Did it seem impossible to get enough 
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NEW TRENDS 


Chapter Ii: Merchandising 


and Control 


shoes to sell in 1945 and *46? How would you have 
felt if you had a size picture dependent upon wide 
widths to triple E and over size 9 for 70 per cent of your 
daily sales—and nowhere to turn to pick up an extra 
few cases to tide you over temporarily! That was the 
literal plight of those of us suffering along in that phase 
of the retail shoe field. Now, the outlook is rosier and 
in some areas comfort production for larger, wider 
footwear for women is rapidly expanding. We can 
thus briefly dispense with what had been for three 
years the major task for this category of retailing-— 
obtaining merchandise. 

By-passing delivery problems of the moment will 
allow us to dwell calmly on merchandising control. 
Whatever the size of a retail operation, centralized stock 
control is the nucleus of cautious planning and safety- 
value merchandising. After a protracted period of trial 
and error over many years, a central system function- 
ing in the shoe merchandise office of Lane Bryant was 
developed that approaches a perfection of simplicity, 
short of an expensive electric calculator as used by 
large chain organizations. Our system controls fifteen 
shoe departments in eight retail outlets, and is divided 
into classifications of women’s shoes, slippers, play 
shoes and miscellaneous accessories. A simple Kardex 
file rests on a table-level stand and contains 15 slide-type 
panels that compactly retain 42 easily accessible hinged 
cards. A total of 630 different items or style numbers 
can be neatly filed on these 15 summary control cards 
for a full year. Each card is reversible, presenting a 
six months’ period on each side, spaced for a quarterly 
und weekly breakdown. The file card is ruled off ac- 
cording to desired measurement as noted in the accom- 
panying illustration. The weeks of a full half-year are 
numbered from one to twenty-six on each side of the 
card, Qn the left vertical column the store name, num- 
ber, department or location may be inserted, with 
blanks for insertion of expansion of units. Below the 
summary itself are ruled spaces for the name and ad- 
dress of resource, the stock number, description, cost, 
date and other data relative to snap perusal of the item 
listed on the card. This information may be typed or 
handwritten, appearing quite legibly and visibly under 
the transparent celluloid hinge that holds the card in 
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proapEN COMFORT SHOE FIELD 


Merchandising and Stock Control Are Two of the Most 

Important Aspects of a Retail Shoe Operation. Here Is 

How an Authority in the Selling of Comfort Shoes 
Handles This Problem. 


by FREDERIC C. BECK 


place in the panel. Just to the right of each store or To compute the figures of each unit each week entails 
department name are five lines of vital weekly infor- a complementary system of accumulating daily figures. 


mation reading down:— _ First, all sales by stock number are tabulated in one of 
Number of pairs Received (REC) three ways. 1. By daily collection of price tags or tick- 
Number of pairs Sold (SOLD) ets of sold items. 2. By daily sales check duplicates 
Accumulated Sales to date by pairs (SA) or tissues removed from sales books. 3. By a personally 
On Hand Stock total by pairs (OH) itemized check of sales by the department manager. 
On Order pairs (OO) [TURN TO PAGE 64, PLEASE] 
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The women’s shoe department is marked by spaciousness and comfortable utility. Indirect lighting 
gives a soft but ample illumination over blue carpeting. The high, bare walls focus attention on the 
numerous shadow boxes that line each side of the room. 


FAMILY SHOE STORE 


EXPANDS ann MODERNIZES 


The accessory department, added in the recent expansion, Relaxed in atmosphere, the children’s department ad- 

provides entrance to the women’s shoe salon, visible at dresses its conveniences to parents by employing lounge 

the rear. Note how the separation is effected by the con- as well as fitting chairs. Careful attention is given to 
trasting color of the carpets. fit here as in the other shoe departments. 
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Bruce in Greenville, $. C 
sory and Men's Furnishina 


¢ ne n oar 


atti of shoe retailing may properly de- 


scribe the current period as the Time of the Great Ex- 
pansion and Remodeling. The old-and-established, the 
middle-aged-and-successful, and the young-and-fighting 
shoe firms have all apparently decided that a primary 
consideration for successful merchandising in the com- 
petitive postwar era is modernization. 

Patton, Tilman & Bruce, in Greenville, the third larg- 
est city in South Carolina, began as a family shoe store 
in 1899 and has been continuously operated for 48 
years. The firm had grown, in the years prior to 
World War II, to a place of tradition, with established 
public good will and patronage. Yet the management of 
the store realized that there are no exemptions from the 
demands of keen competition and in 1947, the three- 
story building of Patton, Tilman & Bruce has been 
completely remodeled and modernized, and ladies’ 
ready-to-wear, accessory and men’s furnishings depart- 
ments have been added. 

That the men’s, women’s and children’s shoe depart- 
ments have been carefully and thoroughly modernized 


in appointment and decor, the photographs on these 
pages fluently testify. 

The entire store was re-carpeted, and an air-condi- 
tioning system was installed, along with indirect fluores- 
cent lighting, newly designed elevators and fixtures. 

Meticulous merchandising methods are an integral 
feature of an operation of the size of Patton, Tilman & 
Bruce. The stock is kept “clean” by semi-annual clear- 
ances in January and August and by the sharp scrutiny 
of the floor salesmen who are assigned one or two types 
of shoes as their personal responsibility. George G. 
Ridenhour, manager of the store, in reviewing store 
policy, said that the P.M. system is consistently used, 
with initial P.M.’s of 50 cents being placed on slow- 
moving items and after 15 to 30 days changed to $1.00. 
In this way stock is kept as fluid as possible and the 
salesmen on the floor have an interest in keeping it so. 

Expanded and modernized, in physical equipment 
and methods, the shoe firm feels that it is in the main- 
stream of progress to another half-century of success- 
ful service. 


Most compact and closely coordinated of all, the men’s shoe department is an excellent demonstra- 


tion of efficient arrangement and design within a small area. 


Accessories are carried in the 


corner in the right background. 
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Corner of the new women’s shoe depart- 
ment at Joslin’s department store. L. E. 
O’Brien, buyer, is at the extreme right. 








al Co a a 


Ra ae a 


Po on 





a ail 














Left: Harry Fontius of Fontius Shoe Co., 

one of Denver's leading independent shoe 

merchants, is snapped before a new display 
case of leather accessories in his store. 


eS price resistance in the shoe business today 

in Denver, and customers are demanding more for 

their shoe dollars than ever before, except during 
the depression of the °30’s, according to the leading 
shoe merchants of this mile-high Rocky Mountain city 
of 365,000 population. 

Denver shoe dealers have heard the price objection 
siory from their customers since March, and it has been 
growing in volume. But it’s no longer the problem in 





shoe merchandising that it once was, and the average 
Denver shoe dealer has since then cleared his stock of 
“cats and dogs,” and today is in better shape than he 
was several months ago. 


L. N. Cheney, right, shoe buyer at Daniels & Fisher, Denver 
department store, discusses a shoe purchase with his assistani 
James Burr, in a part of his busy department. 
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vt} STYLE anw VALUE 


More for the Shoe Dollar Is the Demand of Residents of 
Denver and the Surrounding Territory, and Shoe Merchants 
in This Busy City Are Attempting to Fulfill That Demand— 
Customers Show Definite Preferences in Style and Colors. 


by ERNEST W. FAIR 


Currently, the price resistance problem is being han- 
dled by selling customers on the merits of the mer- 
chandise the dealers have to sell and by merchandising 
less expensive shoes. Few Denver shoe salespeople at- 
tempt to argue a customer's protest on prices; they 
have found it much more profitable to switch to less 
expensive shoes and to talking about the quality inher- 
ent in them. 

Most popular price ranges in women’s shoes in 
Denver are the $8.95 to $9.95 group. Approximately 
40 per cent of the women’s shoes sold in Denver are 
merchandised by the department stores and the balance 
by the many different types of shoe stores scattered 


Denver has its quota of chain stores, and the new 
Schiff Company store is a good example of this type 
of operation. 


SCHIFF'S 
SHOES 


> 





Below: The attractive children’s shoe department at the Denver 
Dry Goods Company. Florence Hoberecht, buyer of the depart- 
ment, is standing in the right background; Betty Zavislan, her 

assistant, is seated. 
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Cramer's Foot Comfort Shop makes ample use of 


display space. Note the sign at the extreme right, 
inviting customers to shop for comfort. 


throughout the large downtown area of the city. The 
average Denver woman, it was said, buys from four to 
five pairs of shoes annually. 

Men buy about 20 per cent of their shoes in depart- 
ment stores and the remainder elsewhere; they pur- 
chase an average of two pairs of shoes a year. 

Around 70 per cent of the children’s shoes sold are 
purchased in department stores, nearly all of which have 
set up children’s shoe sections. Elaborate children’s 
shoe departments are not maintained in the Denver 

[TURN TO PACE 66, PLEASE] 


In the children’s shoe corner at the May Com- 
pany, Al Williams, shoe buyer, fits a toddler 
with a pair of new shoes. Note the circular 

display at the right. 















ditorial outlook 


Battle of the Budget 


THIS is the time of year when a lot of people are 
thinking in terms of education. Boys and girls back at 
school, millions of young people off to college. Stores 
advertising college clothes, school shoes, all sorts of 
educational accessories and equipment. Everybody 
gets the spirit of it, more or less, thinks more about the 
problems of education, wants to learn more fundamental 
truth about what is happening in the world. People 
become more receptive to new ideas. 

Arthur Anderson used to have a homely expression 
that packed a lot of punch: “Every seven years haul 
out the school room.” He meant that an important 
function of a business publication is periodically to 
re-emphasize to its readers the fundamentals of sound 
business practice. Merchants in turn have an educa- 
tional responsibility in telling the public truths about 
merchandise, the use of merchandise and the values 
in the goods they sell. So maybe this is as good a 
time as any to conduct a little course in what, for 
want of a better name, we might call home economics. 

Most American families, in the past two or three 
weeks, have had good reason to become pretty much 
concerned about the startling behavior of food prices. 
We referred to the possible repercussions of a rapid 
rise in food prices on the national economy and on 
retail trade in particular on this page in the RECORDER 
of Sept. 1. Since then the situation has become much 
more serious, and for the past several weeks it has 
assumed front-page headline importance in every news- 
paper in the country. What’s to be done about it is a 
moot question. The real question is what can be done 
about it with things as they are. And where will it all 
lead unless something is done soon? 

It seems reasonably apparent that the rise in foods 
in the past few weeks can hardly be explained as a 
- result of the normal functioning of the law of supply 
and demand. Other forces have been at work, includ- 
ing a strong speculative influence, which has been 
bidding up prices in the expectation of a speculative 
profit in the event that adoption of the Marshall plan, 
in some form, results in a further increase in the de- 
mand for American food and farm products, already 
in critically short supply. Attempts have been made, 
with some signs of success, to put the brakes on this 
speculative movement. The extent to which it can be 
held in control in the immediate future will be watched 


with very great interest by everyone who is concerned 
with the sound and healthy progress of American 
business. 

The meaning of this food price rise to the shoe mer- 
chant rests upon the simple and obvious fact that when 
shoe prices go up the average family has less money 
for other things. Most American families budget their 
expenditures, not very scientifically but in a sort of 
rough and ready way born of financial necessity. A 
quarter of the family income or thereabouts goes to pay 
the rent. Food is pretty much of a fixed charge. Most 
Americans work hard and eat well; the food allotment 
is the last place where the housewife is likely to econo- 
mize. The clothing budget is split up among the various 
members of the family. Usually the kids come first; 
they have to look as well and be as comfortably clad 
as the neighbors’ kids when they start off to school 
The missus has to be smartly attired when she steps out. 
As for the head of the house, he grabs himself a suit 
or a pair of shoes if his horse comes in or when, by 
some other lucky miscalculation, he finds a few extra 


bucks in his pocket. 


SHOES and apparel form a flexible item in the budget 
that can be reduced or expanded according to the state 
of the family resources. But while they are flexible 
charges in relation to the other family expenditures, it 
has always been interesting to this writer to observe 
that the various apparel items normally preserve a 
fairly constant ratio in relation to one another. 


When $22.50 was a standard price for a popular 
grade men’s suit; that customer expected to buy shoes 
in the five to six dollar range. Today he pays $37.50 
or more for a similar suit and looks around for a pair 
of shoes under $10. Some men still haven’t raised their 
sights that much so far as shoes are concerned, and 
they can still find them in the six dollar range if they 
look far enough and are willing to be satisfied with 
what they can buy at that price. The $60 suit man can 
buy plenty of good shoes at $15 but to a lot of customers 
the price looks high, despite the fact that they are still 
working on the traditional four-to-one ratio. Shoe men 
must keep alert in salesmanship and promotion, or 
shoes may lose out in the battle of the budget. 

[TURN TO PAGE 68, PLEASE] 
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AS When you do this you destroy 


the style lines your shoemaker worked so hard to get. 
And in the second place you admit to your customer 
that the new shoe may hurt. Darex Counters are 
BUILT to give an easy, flexible “comfort-edge* that 
you don’t have to manhandle PLUS the sturdy heel 


£0 foundation you need for crisp, smart style. You don't 
have to be a Heel-Puncher if you specify DAREX. 
DAREX COUNTERS 


oy-4 12 ae) UNTERS ARE AVA LABLE FROM 


"Reg. U. S. Pot. Off. Dorex Counter 
Materia! is especiclly designed for 
moking counters under U. S. Potent 
2,111,205 ond Conadion Patent 381,303 





A PRODUCT OF 


DEWEY ano ALMY CHEMICAL COMPANY 


CAMBRIDGE 40, MASS. - MONTREAL 32, CANADA 


October 1, 1947 5! 








Footwear Shortage Acute 


IN SOVIET RUSSIA 


Government Policy, However, Discourages Footwear Im- 

ports. War and Its Aftermath Cut Deeply into Production 

of Boots and Shoes. 240 Million Pair Goal in 1950 Amounts 
to Little More Than One Pair Per Person. 


by ELLSWORTH L. RAYMOND 


For five years researcher in 


the 


American Embassy in Moscow; for 

three years engaged in economic re- 

search on Russia in the War Depart- 
ment in Washington. 


, average American visiting Russia becomes 
quickly aware of the USSR shoe shortage. In fact, the 
Soviet shoe scarcity may provide him with some of the 
most embarrassing moments of his life. Let him but 
stroll along Moscow streets in a pair of new, shiny, 
U. S. leather shoes, and the eyes of the Russian crowd 
are upon his feet. The American may be handsome, 
possess a fine physique or wear flashy clothes, but his 
No. 9’s still remain the center of attention. He may 
not appreciate having his every step watched by the 
crowd, but there is nothing to be done about it. After 
some minutes our poor American realizes how circus 
freaks must feel as they stand before the gaping multi- 
tude. 

Should our embarrassed fellow-countryman recover 
sufficiently to exchange low-level stares with the Mus- 





covites, he immediately perceives the source of his 
trouble. The average Russian is wearing shoes obvious- 
ly old and worn-out. Some people even walk awkwardly 
because of the disrepair of their footgear. In Summer 
a few women go so far as to wear bedroom slippers on 
the street, in order to conserve their leather shoes. Dur- 
ing rainstorms young girls may carry their precious 
shoes and walk barefoot. preferring to wet their feet 
rather than their footwear. Although galoshes and rub- 
bers are evident in Winter, the majority of Russians 
wear loose-fitting, knee-length, felt boots, which give 
their wearers about the same grace of movement as a 
web-footed duck. If our American is opulent enough 
to afford a maid, he will notice that she removes her 
shoes upon entering his apartment. and works all day 

[TURN TO PAGE 69, PLEASE] 


Scene in a footwear factory 
in Leningrad. At the left is 
the foreman of the fancy 
footwear department; at 


amining the new models. 
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* Selly loa 
ARCH PRESERVER 
ACTIVE MODERNS 
TRU-POISE 
STYL-EEZ 

TOWN WALKER 
EASY GOERS 
PHYSICAL CULTURE 
GROUND GRIPPER 


CANTILEVER 
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Where there’s the Shoe Fair, there’s Selby—with the 


liveliest Spring lines in sight. Nine of them, in fact. 
Here are the features millions of women know and want. 
Here’s more sell per shoe—more style, quality and 
established brand demand than you can afford to miss. 


If you don’t do another thing in Chicago, see Selby! 


OCTOBER 27, 28, 29, 30 
PALMER HOUSE, CHICAGO 


ROOMS 831 TO 841 inclusive 


THE SELBY SHOE COMPANY, rorrsmours, ono 


NEW YORK OFFICES: 3120 Empire State-Building and 926 Marbridge Building 
LOS ANGELES OFFICES: 816 Haas Building and Lankershim Hotel 












HAPPY HOLIDAY says: 
“Hard goods, soft goods, 
Holiday delivers the goods 


of advertiser.” For example: 





Holiday sells everything from garden umbrellas to electric ironers 


to yachts! The Holiday market is a spending market. Its more than 
750,000 families are the cream of the nation’s fast-moving, modern, 
good-living families. This, we believe, explains why — 

Holiday, for the past two months, ranked 7th in advertising 
lineage among 57 national monthly magazines (as reported in 
August Printers’ Ink)—a neat record for a magazine that’s only 
19 months old! 

So plan now to get your share of this Holiday market by 
featuring merchandise advertised in Holiday. See for yourself what 


we mean when we say, “Holiday magazine moves merchandise!” 


The most responsive new market 
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big goods, small goods— 


for just about every kind 


inl Holiday. ll, MMe egy Vtg 


Holiday outsold all 


other media used! 


*Koolvent coupons rained on dealers! 

“For dollars expended, the return (from Holiday) was much 
greater than from any other medium . . . both in quantity of 
inquiries ...and in business our dealers secured through them.” 


M. Harrison, Treasurer 
Koolvent Aluminum Umbrella Corp 






























HOLIDAY HAS BEEN USED BY THIS -WIDE DIVERSITY OF ADVERTISERS 
(Se far this year) 
Ne. of Ne. of 
advertisers advertisers 
BE iatnnc cctecnsetees 8 SE che ccdoececense 20 Office Equipment & Supplies. 3 
BE noe ccvcesiesss 8 Garden Accessories... ....... 3 Optical Goods ‘ - % 
Automotive Accessories. . 20 General Wearing Apparel 9 Photographic Goods... . 21 
Aviation Equipment ...... .. 6 Golf Equipment..... ...... 13 Railroad Transportation ..15 
Bicycles & Motorcycles... . . . 10 a 5 Resorts. .. jguedeudaane 
2 Se eee ll Home Products (radios, ete.) 44 Schools & Instruction. . . »f 
Books & Magezines.. ....... 21 Ps ‘cetndetsetesune ™ Smokers’ Products... .... 3 
Bus & Car Transportation... 6 Dh és. ccsudeceuccee 2 Sport Accessories... . ‘ 19 
ee noe esse 13 PRs ccsccccoscscccess 8 Piieckinecs — 
Coametics, Drugs, Toiletries. .19 Leather Goods......... ... 8 Textile Materials & Notions . . 
i ccnauchwose a 9 Di cvethavteé wecese 28 ee 
Firearms Equipment... ... .. S Marine Equipment... .... . .. 
Fishing Equipment. . . 26 RI, 2 ccscescaces 28 
F conveepeanesecesesce RL Motion Pictures... ....... 1 
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HOLIDAY 


A CURTIS PUBLICATION 
independence Square Philede!phie 5, Pe. 
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in Rich Black Suede 


NEW YORK 6312—Suede Envelope 


Oxford. 

Arrabuk Platform. 

Sizes 4-9 M Widths 
$2.35 


6326--Suede Pump. 
Arrab tk Platform. 
Sizes 4-9 M Widths 


$2.35 


6315 — Suede Sande 
Roller Side Buckle. 
Arrabuk Platform. 
Sizes 4-9 M Wicttns 


6215 — Suede High 

Wedge Sondul. 

Arrabuk Heel. 

Sizes 4-9 M Widths 

6217—Patent 
Leather 


$2.85 


6321—Suede Step-in 
Lieutenant Bar, Jester 
Pump. Arrabuk Platform. 
Sizes 4-9 M Widths 
$2.45 


No. 6319 — Suede 
Ankle Strap with 
Gold Ornament and 
Buckle. 

Arrabuk Platform 
Sizes 4-9 M Widths. 


Casual sales carry right straight througa the seasons with these 
GALURE Casuals in rich black suede with fine, no mark, durable 
soles. They breathe Quality and good tasie just as they breathe 
Summer and fun . . . Exactly the fine Casual you would expect from 


Gerde. packed in the new, attractive GALURE Boxes 


HOTEL NEW YORKER, Room 1044, Octobir Sth to th 


NATIONAL SHOE FAIR 
Room 1452, HOTEL MORRISON, Chicago, October 27-28-29-30 


GERDA ficiWiir co. ine. 


158 DUANE STREET + NEW YORK 13, N. Y. 
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BUYERS MORE SELECTIVE 
IN DETROIT 


OuTSTANDING characteristic of 
the Detroit shoe market is the fact 
that it has returned to the unfamiliar 
condition of a buyers’ market. This 
is apparent in the changed relations 
between travelers or wholesalers and 
the retail merchants. Store buyers to- 
day are fairly particular about the 
type of merchandise they buy and 
expect a normal sales effort from the 
travelers. The local area was never 
plagued by the lack of selling courtesy 
which was reported in other areas 
during the time when mefchandise 
was very scarce, and this very fact 
has made continued good relations 
possible. 

Dealer’s stocks on shelves are 
generally lower now than they were 
in recent weeks because of a heavy 
demand for shoes, particularly in 
children’s lines. Selling, which slack- 
ened off during the Summer, picked 
up during the last half of August, 
and buying for school wear became 
the order of the day on a prewar 
scale. Reports from retailers indi- 
cate no outstanding trends in the 
demand for children’s shoes beyond 
the usual qualification of something 
“that will wear well.” There was 
considerable resistance to increased 
shoe prices in this department. 

Supply of men’s shoes, which was 
still very short a month ago, appears 
to have eased up in this territory. 
However, this may be partly a re- 
sult of a seasonal slackening off in 
demand. 

Women’s shoe style trends were 
not especially noticeable this month 
despite advertising and special pro- 
motions on various types of Fall mer- 
chandise. One of the outstanding 
trends was for the 6/8-inch wedge, 
particularly for the younger cus- 
tomers. A _ substantial number of 
merchants reported that customers 
were tending to hold off buying in 
style lines until the uncertainty of 
the long skirt situation became a 
little more settled. 


BUSINESS PICKS UP 
IN NEW YORK 


BUSINESS in women’s shoe de 
partments began to pick up a little 
during the early part of September, 
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following a very slow August in New 
York. Continued hot weather, how- 
ever, presumably accounted for a 
continued drag during the first two 
weeks following Labor Day, the gen- 
eral opinion being that business was 
“not too good, not too bad”. Interest 
continued to center on black suede 
with some green, some wine and, of 
course, some brown selling, in addi- 
tion. Some stores reported business 
also in blue suede. In patterns, many 
opened-up styles have been very much 
in demand. An occasional store has 
reported a greater interest in closed 
shoes than in open ones. There seems 
also to be some high style demand 
for shoes with open toes and closed 
backs. Another high style trend noted 
is toward platforms up to an inch, 
but this, so far, is very limited. The 
average store still finds that the 
strong preference is for one-quarter 
to one-half inch soles. These same 
stores find that their best selling high 
heel does not go above 21/8. There 
continues to be a great interest in 
low heels from 14/8 down to 8/8. 
and even lower for the young trade. 

The men’s business has been de- 
scribed as “fair,” “spotty,” “all right, 
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but could be better.” One department 
manager said that it usually did not 
pick up until the latter half of Sep- 
tember. Style-conscious men, especial- 
ly the younger men, are still asking 
for broguey types in Scotch grains 
with wing tips. Boys going back to 
school and college are buying “lots 
of moccasins”. 

For girls going back to school and 
college the moccasin with buckle and 
strap is reported by several buyers 
to be more popular than the tradi- 
tional Norwegian moccasin. In one 
store it was said that the latter was 
in as great demand as it has ever 
been. This same store noted that the 
tan and white saddle, while “good,” 
was not as popular as it had once 
been. In another department that has 
always carried a large stock of very 
good saddles, the manager has just 
placed the third order for this type. 
One merchant who specializes in this 
young trade reports a great deal of 
interest in a pump with a Colonial 
buckle to be worn more as a campus 
shoe than for dress. As a dressier 
shoe teen-agers and college girls are 
giving first place to the plain pump 
on low 7/8 or 8/8 wedge heel. A 
heart-shaped throat line is one of its 
attractions, according to One buyer. 
One merchant reports that this pump 
pattern is a daylong shoe for his cus- 
tomers. An anklet on a 7/8 heel is 
a popular dress-up shoe in one store. 
In colors, tan and brown are volume 
for campus and classroom shoes, but 
red is coming to have more and more 
importance. One store reports that 
its popular buckle monk with moc- 
casin front sells best in this color 
order: red, wine and brown. Red 
shoes for little children are selling 
well. The wedge pump for growing 
girls and teen-agers has been selling 
in black and brown suede and blue 
smooth leathers. Black suede contin- 
ues to be the number one color and 
leather for the more sophisticated 
dress shoe for high school and col- 
lege girls. These girls are also shop- 
ping in the women’s departments for 
high heel and a variety of patterns. 

i 


ST. LOUIS SALES 
STILL DOWN 


On the lips of most shoe buyers in 
St. Louis is the question, “Was it 
the heat or just a case of business not 


57 
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being what it used to be?” Late in 
August most shoe men attributed the 
lack of sales volume to the stifling 
temperature. But with September 
bringing cooler weather salés volume 
for the month still failed to show the 
anticipated spurt, despite the cashing 
of terminal leave bonds and hoped- 
for carry-over of demand from lack 
of purchases in August. 

Though returns for September are 
not in at this writing, buyers still hope 
to close out the month with a sales 
volume not too far below September, 
1946. 

Currently in top demand in St. 
Louis in many outlets are various 
ramifications of flats, which, despite 
longer dresses, continue to lead the 








parade of volume sellers. “Flats are 
so popular with teen-age girls and 
younger women,” one buyer said, 
“that the fashion industry eventually 
will have to claim credit for recom- 
mending flat heel shoes with the 
longer hemline to save face.” 

Other buyers have also stated that 
the demand for flat heel shoes in 
good quality that fit the foot will 
continue indefinitely despite the trend 
to longer dresses. Following a close 
second to the flats are high and 
medium heel closed toe and closed 
heel opera pumps in black and brown 
suede. Next on the list of top sellers 
by buyers in leading shoe departments 
are open toe and open back sling 
pumps, with 24/8 heels and one-half 
inch platform soles in black and 
brown suede, followed by various ver- 
sions of anklet types. 

While black and brown suede top 
the field, other leading leathers and 
colors are wine calf, green calf and 


black calf. 


te. By 


BRISK FALL BUSINESS 
IN BALTIMORE 


BusINEss in Baltimore retail shoe 
circles for the beginning of Fall was 
brisk, showing a decided increase 
over volume sales of 1946, according 
to buyers in leading department store 
shoe sections. In the women’s sec- 
tions, suede and calf were selling in 
quantity with black, wine, green, gun- 
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Platforms with a new look were em- 
phasized for their adaptability to the 
new fashions by Hess of Baltimore. 








metal patents and suede and patents 
going well. 

For children, the conservative types, 
mainly in calf in brown zoomed in 
sales for back to school wear. Teen- 
agers favored casual shoes in calf- 
skins and some suedes. There was a 
noticeable demand for the low-heeled 
casual type footwear by women, too. 

The ankle strap dress-up sandal in 
grey and black suede has been fea- 
tured by leading stores here. 

Wyman’s on West Lexington Street 
at the very start of September, held 
a sale on high priced and name brand 
shoes as low as $4.85—shoes that 
sold from $10.95 to $19.95. Included 
were blue domestic alligator sling- 
backs. It was a sign of increased 
volume in shoes from manufacturers 
and gave evidence of prewar merchan- 
dising. 

= = = 


MIAMI STORES PUT 
STRESS ON FIT 


THE back-to-school movement of 
September brought children’s shoes 
to the front in Miami, with the usual 
high buying in juvenile footwear de- 
partments. One thing this season was 
noticeable—the emphasis placed on 
the correct fitting of children’s shoes. 
Practically every shop handling chil- 
dren’s shoes advertised the need for 
correct fitting of growing feet, and 
played up what they had to offer in 
fitting technique and nationally ad- 
vertised lines of juvenile shoes. Sel- 
dom has there been so much public 


attention given to children’s shoe fit- 
ting service. 

In men’s shoes there is a continu- 
ation of the military influence seen 
in everyday shoes for business, but 
plenty of emphasis is being placed on 
the leisure type. It is expected that 
there will be a brisk demand for this 
class of footwear later on when Winter 
visitors begin to make their appear- 
ance. 

The controversy over hemlines con- 
tinues to affect shoes. Shoe men here 
feel that the heavy platform gives 
too bulky an effect when worn with 
the longer hemline. Flats, too, are 
not wanted. With the longer swirling 
skirts a pair of legs ending in flats 
or thick platforms has a squat look 
which does not harmonize with the 
new silhouette. 

Straps are very popular and will 
increase sales as the season gets un- 
der way, in the opinion of some shoe 
men. All ankle straps are expected 
to stage a comeback, and some are 
looking for the T-strap to be a good 
number. 

The classic opera pump has been 
in high favor all through the early 
Fall selling. While some pumps show 
a scooped-out throatline, others are 
featured with a high-throated look. 
Both are selling, but it is too early 
to say which model is going to be- 
come the number one item. 

The younger set is still interested 
in flats, but for the more mature wom- 








an the trend is away from such num- 
bers and toward a return to the more 
dressy, feminine styles. Burdine’s is 
doing well with a moccasin in brown 
or red calf. This has ben a favorite 
with the college girl as have all kinds 
of oxfords, with open or closed toe. 
Saddle oxfords continue to be high 
favorites, and The Bootery in Coral 
Gables has done a big business on 
oxfords in school colors. The local 
school colors, brown, blue, red, green 
or black, combined with white, ap- 
pealed to girls of all ages, from the 
university co-ed to the young elemen- 
tary school miss. 

There seems to be a continuation of 
last season’s whirl in gold kid. They 
were wanted for wear with casual 
clothes, to give a dramatic accent to 
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THERE’S NO SUBSTITUTE FOR 


RESULTS! 


And Results In Fitting Metatarsal Arch Supports Depend 


Every time you fit a pair of 
Dr. Scholl’s Arch Supports 
—whether for a Metatarsal 
or other type of arch con- 
dition—you can depend 
upon their giving the cus- 
tomer satisfaction. 


You may be sure that you 
have given your customer 
what it takes to make him 
foot-happy—an Arch Sup- 
port that was personally 
designed and perfected by 
one of the foremost living 
authorities on deformities 
and diseases of the feet— 
Wm. M. Scholl, M.D. 


You can depend on that 
name stamped on the ap- 
pliance to inspire confidence 
in your customer—40 years 
of national advertising and 
keeping faith with the pub- 
lic has made “Dr. Scholl’s” 
a symbol of the best in foot 


relief to all America. That - 


name is as significant of 
unquestioned quality as 
“sterling” stamped on a 
piece of silver. 


At the right are four styles 
of Dr. Scholl’s Metatarsal 
Arch Supports. If you do 
not have them in stock, by 
all means order at once. 


ORDER TODAY 


THE SCHOLL MFG., CO. 





Entirely On SCIENTIFIC DESIGN! One Reason Why 


D’ Scholls 


Are The Largest Selling Arch Supports 


In The World! 


SIZES:—Misses’ 13, 1, 2, Wide and/Narrow (in Styles No. 1 and 
2 only}—Women's 3, 4, 5, 6, 7, 8, 9, 10, Wide and Narrow. 
Men's 6, 7, 8, 9, 10, 11, 12, 13, 14, Wide and Narrow. 
Retail $6.00 pair. Wholesale $36.00 dozen. 


Inc., 213 West Schiller St.. Chicago 10 - 

















STYLE No. 1. With flange 
and Metatarsal eleva- 
tion where there is a 
weakness in the Longi- 
tudinal Arch as well as 
in the Metatarsal Arch. 


STYLE No. 2. Made with- 
out the inside flange but 
hasa distinct Metatarsal 
elevation and is recom- 
mended when the Longi- 
tudinal Arch requires 
but slight elevation. 


STYLE No. 3. The Meta- 
tarsal support extends 
forward to give support 
to the third, fourth and 
fifth Metatarsal! area as 
is indicated in difficult 
cases of cramps and pain 
in region of fourth Meta- 
tarsal, known as Mor- 
ton’s Toe. 


STYLE No. 5. Same pat- 
tern as style No. 3, ex- 
cept that it has no flange, 
and especially recom- 
mended for easing of 
Morton's Toe and where 
only slight elevation of 
the Longitudinal Arch 
is required. 


ORDER TODAY 


62 West 14th St.. New York 11 











Merion ¢ te helell Trade 


afternoon informals. Burdine’s is ad- 
vertising gold kid sandals for mother 
and daughter, at $10.95 and $7.98, 
and they are selling well. It is all 2 
part. of the new picture—more lady- 
like apparel which calls for more 
feminine footwear. 
* * 7 


SUEDES AND CAMPUS 
TYPES LEAD IN PROVIDENCE 


BLAck suedes for dress and campus 
footwear for college wear are the big 
sellers in Providence, R. I. With such 
well known colleges and universities 
as Brown, Providence College, Rhode 
Island College of Education, Rhode 
Island State College and Bryant Col- 
lege, the college business is an im- 
portant factor during the school year, 





and retailers bid for it with window 
displays and newspaper and radio 
advertising. 

For general wear, black suedes lead 
the parade in practically all styles 
and all heel types. The demand for 
closed models shows an increase al- 
though open models continue to en- 
joy good demand. Platforms are good 
sellers. One store reports one of its 
popular numbers to be a black suede 
sandal with a gala ankle strap and 
bow-type ornament trimmed with gold, 
with high heel and extra high plat- 
form sole. Another store is featur- 
ing three popular platform numbers 
with four-inch heels, all sling pumps 
with open toes. Another store ad- 
vertises two black suede pumps, one 
cut away on one side to accentuate 
the new line, the other a lower heel, 
closed back model with a large cir- 
cular ornament. 

Better demand is reported in some 
stores for walking types, and there 
is an increased demand for black and 
brown leathers. With the increased 
tempo of the social season, evening 
footwear is in greater demand. Some 
alligators are being sold, although in 
rather limited quantities. 

Aiming at multiple sales, retailers 
in general are promoting matched 
sets of footwear, handbag, gloves and 
other accessories. One retailer reports 
the largest increase in years in ac- 


cessory sales through the promotion 
of matched pieces. The Fall season 
in this area started unusually early, 
especially in view of the warm and 
humid weather. 


* * * 


SEPTEMBER SALES SPURT 
IN CHICAGO 


AFTER a dull August in shoe de- 
partments in Chicago, the first two 
weeks in September took a definite 
spurt in spite of the fact that ex- 
cessive heat continued almost steadily 
until mid-September. Statements from 
retailers quoted gains varying from 
15 per cent to as high as 45 per cent 
for the early part of the month. De- 
partments catering to children and 
young people were, naturally, the 
busiest with back-to-school needs giv- 
ing the impetus to selling. With a 
break of cooler weather, all stores got 
greatly increased volume as the con- 
sumer got down to tHe serious busi- 
ness of buying her Fall wardrobe. 
Heavy advertising attention was 
given to low heels in this early part of 
the Fall season. This applied to all age 
brackets, from children to adults. 
Marshall Field featured a variety of 
black suede flats for the young crowd, 
ranging from the classic, closed step- 
in pump with 6/8 heel to slingbacks 
with cross straps across the vamp. 
Similar types were featured at Lyt- 
ton’s where they were shown in brown, 
green and red calf in addition to the 
staple black suedes. Carson’s, too, of- 
fered many low heels in suede in- 
cluding the dressier ankle straps, the 
latter with low bracelet on a baby 
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doll last or with high-set anklet and 
open shank and heel. For women, 
almost every State Street store offered 
low or medium heeled shoes in dressy 
interpretations. Wedgies with baby 
doll vamp were named “State Street 
fiats” at The Fair. Stevens had suc- 
cess with suede flats, closed or sling, 
dressed up with a large grosgrain 
butterfly bow at the throatline. Even 
O'Connor & Goldburg, who usually 
advance the high heeled type in their 
fashion shoes, have emphasized the 
medium heel in afternoon shoes of 
suede. Newly promoted here is a type 
this shop calls the “Belted Bootie.” 
A high platform sole is edged top 
and bottom with a fine line of steel, 
the metal note repeated in the small 
buckle which crosses the instep to 
hold high-cut side pieces in place. 
A spike heel and sling back are other 
features. 

It is noteworthy that many shops 
are again stressing the use of elas- 
ticized leathers in their shoes. Joseph 
frequently emphasizes the excellent 
fit which this feature assures. The first 
shoe house to advance satin as an im- 
portant note in footwear for the new 
season is Joseph who presented a satin 
trio of matching shoes, bag and 
gloves. Offered in black or brown, the 
shoes are classic, low-cut d’Orsay 
pumps with a narrow removable ankle 
strap. 

Wolock & Bauer recently opened 





their “Gold Room” at their North 
Michigan Avenue shop. 

A wide variety of stock is carried 
from classic walking oxfords and low 
wedgies to draped strap slings. 

Smart shops note increased interest 
in the classic d’Orsay pump. Women 
“feel safe” in buying these, they say. 
The more extreme styles with high 
covered instep or with “boot” inspira- 
tion are still too radically different to 
have rapid consumer acceptance. 
However, once the social season 
starts, retailers believe that women 
will buy the newer types. Within a 
month or so, they say, the feminine 
world will have settled down to an 
acceptance of the new look, and will 
want to tie in new footwear with their 
new costumes. 
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When you sell shoes and Miller Trees to keep footwear smart 
and shipshape, there’s a DOUBLE PROFIT in /ess than double the sell- 
SAILLER ADJUSTABLE PACK FLAT TREE ing time. Why? Because the customer need be fitted only once—/or the shoes. 
The trees adjust quickly, easily for both length and width, one tree size 

fits several shoe sizes and widths. The forepart of a Miller is modeled like 

a shoe last... bottom is cut out to allow for metatarsal. Result: a 

superior fitting tree. Write for complete information about this highly 


serviceable product that every shoe-can use. 


‘0. A. Miller Treeing Machine Co., Plymouth, New Hampshire 
Branch of United Shoe Machinery Corporation 





RECORD SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Mattapacliriing ont Markeds 


. 
Chicago 
OncE again the cattle market reached a record figure in 
Chicago, an all-time September high, when beef cattle sold 
at $35.60 per 100 wt. on September 15. The all-time peak 
of $37 was reached last October and November. So once 
again there is nothing to indicate that the price of leather 
will decrease in the immediate future. 

Shoe manufacturers note an increased interest in kid- 
skin on the part of buyers. They attribute this to the an- 
ticipation that fashions will be definitely dressier and that 
kidskin lends itself very well to elaborate design. Kid, 
however, is another commodity which is not declining in 
cost. In fact many tanners believe there will again be a 
marked increase in kid within a very short time. With dis- 
turbed conditions in India, the chief source of kidskins, 
there is a noticeable shortage and tanners are quoting prices 
on replacement costs. 

Just how soon the so-called “new look” in fashions will 
be adopted is still a moot point. Many buyers of apparel 
state that the women in the Chicago area have been the 
slowest to adopt the new skirt Jength. That there is a 
certain resistance in various parts of the country against 
this radical change in women’s fashions is to be noted in 
practically every daily newspaper. However, the general 
consensus seems to be that skirts will be a few inches 
longer, but will not reach the covered calf length pro- 
moted by the French couture. 

Shoe men believe that, once a new fashion silhouette 
is generally established, it will make a difference in foot- 
wear acceptance. Although the high riding line has been 
advanced as well as the all-closed shoe, retailers in -this 
area report that thus far the open toe and/or heel still 
outsell the closed types. They point out, however, that 
the early season would largely account for that choice. 
Once colder weather appears, they believe most women 
will want the closed shoe. 


St. Louis 


PRODUCTION in the St. Louis market continues at near 
top levels with a number of specialty houses reporting 
more business than they can handle. Unusual styles and 
“hot lines,” manufacturers say, are in greater demand at 
the moment than staples, with the result that production 
is higher in this category. Leather purchases continue on 
a short term basis. On the price front most manufacturers 
are non-committal, taking the attitude that their predictions 
would be inaccurate if they made them and that regardless 
of what they might say it could not benefit the situation. 
Despite this tight-lipped attitude, however, more than 
one source close to the industry has ventured the opinion 
that wholesale prices will continue to move up. “Prices 
are very likely to go up again,” one industry spokesman 
said, “especially on shoes made of calfskin and kid suedes. 
We would like to hold the line,” he continued, “but what 
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are you going to do in the face of rising costs of these 
wanted materials.” 

Much of the apprehension felt earlier by manufacturers 
over the slow start made by retailers during the August 
selling period has been erased due to the continued pace 
of orders. Analysts who look into the crystal ball more 
deeply, however, point out that manufacturers cannot be 
certain of the future status of demand until returns are in 
for September. 

Encouraging to a number of manufacturers was the im- 
proved selling during early September, reports of which 
came in to manufacturers from many parts of the country. 
Several manufacturers have stated that the month of Sep- 
tember would be of more significance, relative to the status 
of the shoe business, than any month this year because 
from its total sales velume should be found the answer to 
whether the August lag was due wholly to the weather 
or partially to a decline in demand. 


Boston 


New ENGLAND shoe factories, with some few excep- 
tion, are busier than they have been for some time, al- 
though individual orders placed by retailers and whole- 
salers continue to be smaller than is customary at this 
time of year. Manufacturers of the volume grades of 
women’s shoes, in particular, are rushed at the moment 
and could profitably accept much more business than they 
are offered were it not for the persistent shortage of some 
types of labor as well as the shortage of the materials used 
in this type of footwear. 

Manufacturers generally are being careful to accept only 
as much business as they can reasonably hope to deliver 
on time since distributors have complained about the late 
arrival of shoes for Fall selling. Furthermore, manufac- 
turers believe that retail stocks are still too high for com- 
fort in some parts of the country; and credits are being 
closely watched. 

A recent analysis by the New England Shoe and Leather 
Association of the Bureau of the Census report shows that, 
during the production dip last June, the three New England 
shoe states produced only 9,714,000 pairs—a decrease from 
June of last year of 38 per cent. The first six months of 
this year showed. a decrease of 27 per cent from the level 
of 1946. June shoe shipments from this part of the coun- 
try were valued at $34,355,000—an average value of $3.58 


per pair. 
New York 


“How. is our patient today, doctor?” 

“Oh, still perfectly healthy, but he’s taken a turn for 
the worse.” 

While the high grade women’s shoe manufacturing in- 
dustry here might justifiably object to being described 
as a patient, it is generally conceded in impartial but in- 
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Oh, Dem Golden 
Slippers 


[CONTINUED FROM PAGE 43] 


this trend is still growing and spread- 
ing rapidly to other parts of the coun- 
try . . . California resorts have long 
ago taken it to their hearts ... it isa 
wise shoe buyer who plans to include 
a certain number of these shoes in his 
late Fall stocks in order to capture 
additional sales during the coming Fall 
and Winter months as well as next 
Summer. 

The promotional possibilities of 
casual gold kidskin shoes for a variety 
of occasions are not limited by the 
month of the year, for this leather now 
knows no season. Teenagers, college 
gals, Winter resort vacationers looking 
for something new and different, find 
that it is especially attractive to wear 
with casual wool dresses, sweaters and 
skirts of monotone colors, so impor- 
tant this Fall. Aside from being pretty 
and new, the gold shoe worn with 
either a gold belt or gold bag and gold 
jewelry is very youthful looking, an 
effect desired by all feminine hearts. 


Health Store Adds 
Drive-In Facilities 


INDIANAPOLIS, IND.—Heid’s Health 
Shoe Store has moved to its own build- 
ing, 411 N. Illinois St., and is row 
perhaps the only Drive-In shoe store in 
the city. I. F. Heidenreich, who now 
operates the health shoe store, is a 
specialist in the study of problem feet. 

The new store has been planned for 
the convenience of customers outside 
Indianapolis. About 25 per cent of the 
customers at Heid’s are from out-of- 
town. In addition to newspaper adver- 
tising, a 15-minute radio musical pro- 
gram is broadcast every Sunday, and 
an announcement prepared by Heid on 
Shoes for Health. 

The Drive-In feature is one of his 
owr ideas, since many persons come in 
cars. With restricted and limited park- 
ing rules, it was impossible to give as 
much time as necessary to fitting. 
Some persons are now fitted in their 
cars. Many customers are crippled, 
some have weak feet, others need spe- 
cial arch construction, special shoes for 
bunions, flat feet and posture shoes. 
Special features are leg braces, and in- 
sert-stee] where toes are amputatd. 

Prics are reasonable, ranging from 
$6.85, $10.85 and $15.85, with special 
shoes fitted and adjusted for cripped 
feet for $20. 

The store has one assistant and 











Yes, Sir! The best buy in any man’s comparison 


of quality and price! Happy Go Luckies must 

be good—sales are running far abead of 
last year. Every pair guaranteed. 

No paper sock liners, no sheep or lambskin 

used in uppers, no machine embroidery. 

Only best quality washable kidskin and 

washable elk used. Try a few pairs... 

no order too small for our large “in 

stock” departments. Immediate ship- 

ment. All orders shipped complete. 


No. 100 and 100p. An old friend re- 
designed to feature our new “uplift” 
counter. Washable white glazed kid. 
Sizes 0 to 3. Plain or perforated. 


All during the 

war our “in stock” department 
was (and still is) fed 

some 3600 pairs of shoes each 
working day. Many use 

it as their own warebousel 


No. 400 and 400p. Another revised 
“uplift” counter model. Washable 
white elk. Sizes 1 to 4. Plain or 
perforated. 


Now... more and 

more Happy Go Luckies are in 
the offing. Just look at 

some of our new models—all in 
stock for immediate delivery. 


No. 900. Hand embroidered 100% 
wool felt, pinked sole. Sizes 0 to 3. 
No. 900 is white, 901 is blve and 
902 is pink. 


What's more, we 

have many other styles made 

to fit every need and 

meet every type of competition. 
Write or wire us 

describing your needs. 


No. 401 and 401p. Chubby lost, moc- 

casin vomp intermediate with scalloped 

tongue. White elk. Sizes 1 to 4. A must 

in every infant's department. Plain or 

perforated. 

OUR PRICES HAVE NOT ADVANCED 
ONE CENT SINCE JUNE II, 1946 








Our new factory now producing a complete line of Children's Shoes, 


Heid’s 19-year-old son who is now ell widths, sizes 2-12 


learning the business. Heid succeeded- 
his father in 1932 after working with FD WHITE JUNIOR SHOE CO. 
him eleven years in the original store 3203-07 CHIPPEWA ST. LOUIS 18. MO. 
at 1546 N. Illinois St. pe 
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New Trends Broaden Comfort Shoe Field 


Whichever method is employed, the fac- 
tual data is sent to the unit control 
office. The pairs of shoes or items re- 
ceived-in are likewise totaled daily by 
number either by a department mana- 
ger or supervisor, or by forwarding to 
the control office a duplicate of each 
day’s receiving slips of the department. 
The information is then totaled for each 
week by the unit control clerk and 
entered on the cards. The sales are 
posted in the “Sold” column. The re- 
ceivals enter the “Rec” column. The 
“OH” (On Hand stock) is increased by 
the amount the “OO” (On Order) pairs 
are decreased by delivery of the style to 
the department. Likewise, the On Hand 
stock is decreased as the amount of 
weekly sales “Sold” increases. The 
accumulated sales “SA” (the heavy- 
lined space) is simply the sum total of 
all previous weeks sales of the item 
accrued to the latest date. A grand 
total sums up the operation for all 
stores or departments of a specific stock 
number, displaying a concise and sim- 
ple foundation for analysis. A numeri- 
eal styling code is the most efficient to 
designate whatever is most important 
to the individual operator as to pat- 
terns, leathers, types, etc., as well as 
forming a systematic and orderly cata- 
logue of all merchandise. Analyses of 
sundry types may be obtained from the 
spread of information deducible from 
this control in its adaptability to vari- 
ous phases of merchandising. It is in- 
valuable as a permanent record. 
Whether a plan is for three months, 
six months or a year in advance, the 
Kardex file of the ending fisca! period, 
or previous year is of inestimable aid 
in anticipating future sales volume 
potentials and inventories. It is equally 
helpful not only in warning of an over- 
bought or short-stocked condition by 
style, leather, color or price bracket, in 
proportion to stock on hand, but in cit- 
ing the weakness or strength of indi- 
vidual items that can develop at un- 
predictable times, perhaps unobserved 
without the movements posted in plain 
view on the card file. Upon these cards 
are intangibles that are, in a sense, 
essential attributes to smart manage- 
ment. A seasonal decline—a promo- 
tional error—a price rise factor—a poor 
color choice—a new style trend — all 
these and others can be spotted through 
consistent study of the control sheets 
which assist in building a sturdier 
frame for improved sales activity dur- 
ing the coming months. Once an aver- 
age dollar value per unit at retail has 
beer? determined for a given classifica- 
tion, as for example, “women’s better 
shoes,” an approximate dollar figure 
for planning may be estimated by 
merely multiplying the average unit 
price (retail) by any numerica! nota- 
tion on the file card. If cost budgets 
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are part of one’s fiscal control policy 
the unit price may be as easily esti- 
mated by calculating the average dol- 
lar value at cost. 


Chart Helps Plan Reorders 


Shopping around is once again a 
“must” for a wise merchant who doesn’t 
care to pass up a good item. There 
shall be many who may woefully reflect 
that their open-to-buy position is frozen. 
Once a pattern is accepted and deliv- 
ered, a three-week trial selling period 
on the floor should determine its value. 

A quick resume of the control card 
will show its history. Faster-moving 
style items won’t need more than a 10- 
day span to determine their sales poten- 
tial. In season, a volume shoe can be 
reordered with impunity. In comfort 
and comfort-feature shoes the rapidity 
of further commitments on good sellers 
is a factor of first importance since 
they take a longer time to produce. The 
fast eight-time turnover retailer is no 
blood relation to the specialized comfort 
shoe salon with its wide, oversize and 
tender-feet problems. Turnover be- 
comes a knock-down and dragout affair 
of from a moderate 2% to an abnormal 
4% time turn in an average year for 
such operations, with a rather top- 
heavy investment in peak periods 
coupled with a month-to-month inven- 
tory of staples that do not necessarily 
follow seasonal trends, and fill-ins are 
thereby unpredictable entities. 

To minimize risk in one or more units 
or shops of this category of shoe re- 
tailing demands a concentrated study 
of control cards—a ready open-to-buy 
fund for quick reordering — a sound 
knowledge of the local customer and 
prevailing conditions — and an open 
attitude toward accepting the custo- 
mer’s reaction to style, price and size 
fluctuations. Whether a new location 
is being opened or an established de- 
partment or store is considering sea- 
sonal purchases, greater than 15 weeks’ 
supply is a dangerous expedition into 
the unknown. Some fast merchants 
plan on an 8 to 10 week buying 
schedule, as, for instance, an alert one- 
store unit carrying novelty lines. This 
is not wholesomely applicable, however, 
toa modern comfort shoe venture even 
if it portends a certain security in a 
factory-to-store co-operative arrange- 
ment or a factory subsidized outlet on 
a brand name basis. However much 
discussion is abroad today as to the 
relative merits of a two or three season 
buying year versus a month-to-month 
all year buying season, at this writing 
it is doubtful that wide width and ex- 
tra-size shoes can fall neatly into a 
monthly purchase groove primarily be- 


cause of the many factors contributing 
to late deliveries from factories that 
still seriously hamper the efficiency of a 
sound plan of specialized merchandis- 
ing. 

Merchandising on a sustained mark- 
up is the intangible but most essential 
and difficult of shoe problems. If one 
is prudent, the retail pricing can be 
established so as to include in the mark- 
up the percentage of eventual mark- 
down risk, plus the normal net profit 
desired over and above total selling 
costs and possible allowance for ad- 
justments, returns, shortages, etc. 
Maintaining this desired mark-up goal 
can be enhanced appreciably by an ad- 
justable advertising allowance of from 
4% to 7% per cent in carefully chosen 
newspapers, magazines and other media 
as radio, bus and car cards, mailing 
lists to old and new patrons, statement 
stuffers, etc. This percentage swells 
or diminishes dependent on location of 
outlet, sales volume, and the individual’s 
business acumen. At times of clear- 
ance or sell-offs at a price, advertising 
is invaluable in single or institutional 
or group layouts. In-store displays can 
often be clumsily and fruitlessly ap- 
pointed if great care is not employed in 
location selection — on strategically 
placed tables, at or below eye-level— 
shadow box wall nooks well spotlighted 
—counter set-ups at handy locations— 
as well as co-ordinated showings with 
a handbag or gloves, umbrellas or hose. 
Window trimming is a separate art that 
can become a factor in making or 
breaking a vital promotion of fashion 
feature comfort shoes that need all the 
glamor and exciting interest a strik- 
ing window display can create. 


Build Incentive in Employees 


Sales clerks should understand the 
purpose of specialized promotions, es- 
pecially at clearcnce periods. The more 
an individual floor manager or super- 
visor knows of the problems of mer- 
chandising items bought for volume 
sales, the more he will feel a part of 
the plan, and inspire the men under 
him. Part of all buying should include 
occasional get-togethers of department 
or unit managers for a review of the 
mistakes and achievements of the past. 
At these conclaves visits to show rooms 
in the market or at show times can give 
a tremendous psychological lift to the 
managers. They’re in the know, then, 
and feel they are truly “buying.” What 
they individually express relative to 
the needs and demands of their custem- 
ers can’t be far afield from a “smart” 
purchase. They are on the firing line. 
True, every manager is not a buyer or 
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ASK FOR THE PRIM 
FIT PLAN BOOKLET 


You have a FIT PLAN that i 
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Combining Proportioned widths co Re ee 


with Graduated ote.” 

to give you in one compact line a care- 
fully engineered Fit Plan, based on foot 
size and leg proportions, which includes 
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WINDOWS THAT SELL SHOES! 
Sparkling-clear, Plexiglas shoe display sets 


produce more sales. 





Write for catalog ““MODERN DESIGN ON DISPLAY” 
Representatives im Principal Cities 


Plestics 


ROGER KENT COMPANY. 


211 N. Seventh St . 





stores, but these shoes are sold sepa- 
rately, and an effort is made to supply 
a juvenile atmosphere in all of these 
stores. The average Denver mother 
buys from six to seven pairs of shoes 
for her youngster now; before the war 
the average was nearer four or five. 

Newspaper advertising of shoes in 
this area is being used most effectively 
in promotion of mail order business. 
The closest large city to Denver is 
some 500 miles distant, and there are 
a great many smaller cities whose peo- 
ple depend on Denver’s shoe merchants 
for their needs. Both local newspapers 
(The Denver Post and the Rocky 
Mountain News) have wide circulation 
over the entire Colorado area, and 
practically every shoe store in the city 
makes an effort to build up mail order 
business through newspaper adver- 
tising. 

This advertising follows an almost 
universal pattern. The rotogravure 
section of The Denver Post is used by 
a number of stores as a most effective 
medium of boosting mail order busi- 
ness. Presentation of better shoes is 
mide in Sunday advertising with copy 
thoroughly modern and streamlined. 
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Guaranteed 


} 
25 pieces complete 
Set K-12 | 








ouis 1, Mo. 








Smart girls 
will soon 
be looking for... 














? iinet Bestiieaiia Want Style and Value 
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Cheaper shoe offerings are presented as 
bargain advertising throughout the 
week and such sale ads are most effec- 
tive in this area as mail order business 
builders as well as in the Denver ter- 
ritory itself. 

Unified groups of shoes are the back- 
bone of most window displays used by 
Denver stores. Attention is given to 
grouping of related types by display- 
ing a number of variations of a particu- 
lar style in these window displays. 

Denver shoe stores are giving much 
attention to the hiring of the right 
kind of salespeople. Great care is ex- 
ercised in the selection of personnel 
and average wages paid these sales- 
people are high enough to attract high 
caliber personnel. 

Impartial observers report that there 
is no overcrowding in Denver today; 
that the market is reasonably well 
covered and that practically every 
store in business has a good chance of 
survival even in the case of a business 
recession. 

In addition to a greater price con- 
sciousness on the part of their custom- 
ers Denver shoe merchants have also 
noticed a trend toward definite prefer- 


ences in colors and styles; they find 
that customers are no longer coming in 
undecided or willing to take almost 
anything shown them. Today’s Denver 
customer, whether male or female, has 
very definite ideas not only about the 
price they intend to pay, but about the 
color and style they want. 

The latter trend means more atten- 
tion to careful buying on the part of 
shoe retailers, and the average Denver 
shoe merchant is giving much thought 
to his purchases. 

Fully 90 per cent of Denver’s shoe 
retailers sell accessories; nearly all 
handle bags, hose, some jewelry, 
leather goods and shoe trees. More at- 
tention is being given to this phase of 
the business and some stores expect to 
branch out into wider merchandising in 
these fields before long. 





Men’s Store Adds 
Shoe Department 


GREENVILLE, TExXAS—The Carl Coats 
Men’s Clothing Store of Greenville has 
added a shoe department and named 
W. R. “Bill” Bellinger to head the new 
department. 
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Improved Parking Made 
Sales Jump 


New Orveans, La.—Customers buying shoes at Louis 
Sporl’s Shoe Store or the Broadmoor Shoe Store in New 
Orleans no longer have to worry about parking their 
automobiles. More important, they no longer think of 
going greater distances to other stores in order to find 
easy parking facilities. 

That is because Sporl’s and the Broadmoor, working 
with other stores in the Broadmoor business section cen- 
tering around Washington Avenue and South Broad Street 
in uptown New Orleans, decided to do something about 
the congested streets that made parking a problem and 
tended to drive off customers who traveled to other neigh- 
borhood shopping centers where parking was easier. 

The solution was to build a parking lot on the space 
that was available, and to work for better policing of the 
streets. 

One of the main attractions that shoe stores located in 
neighborhood shopping centers can offer their customers 
is easy shopping combined with concentrated store facili- 
ties—many kinds of stores, as there are in a downtown 
main business district, along with parking facilities that 
customers cannot find in a city’s main commercial area. 
When the parking situation becomes bad in the community 
shopping center, the main reason for shopping “uptown” 
instead of “downtown” vanishes. Realizing this and watch- 
ing their streets become more and more jammed, the 
Broadmoor merchants worried. Their association decided to 
do something about it. 


Immediately, however, they faced a stiff problem. Diag- 
onal parking on the wide, boulevard streets had long been 
in use but it wasn’t working out well because, although two 
or three traffic lanes still remained, cars tended to ride 
nearer the curb, making it nearly impossible to enter a 
diagonal parking space or back out of it. The only other 
solution—building new parking facilities—seemed out be- 
cause of the lack of ground fronting any street on which 
there were stores. 


The first move was to do something about traffic and 
parking on the street. The association got in touch with 
police traffic authorities. Their request: paint traffic lane 
lines on the street and station policemen to see that cars 
observed the lanes. The lines, since painted, channel mov- 
ing traffic so that a clear space is left for parkers to pull 
in diagonally to the curbs. They still allow for two and 
sometimes three full lanes of moving traffic. 


Next, the association faced a tougher problem: how 
could lots be built when the only available space fronting 
Washington Avenue and Broad Street was occupied solidly 
by stores? They scouted around and found an interesting 
situation. Behind a few of the stores there was space 
available, and driveway space was also there. 


Now the first of several rear parking lots has been built. 
Advertising run by Broadmoor business houses stresses the 
convenience of this rear-of-the-store parking. Signs have 
been erected on the street to tell passers-by of the plentiful 
parking space available. 


The increased street parking area (made even more plen- 
tiful by the rigid enforcement of a new one-hour-parking 
rule), combined with more plentiful parking facilities that 
have been built behind one store and will be built later 
behind other Broadmoor stores, has helped to keep cus- 
tomers coming to stores in the uptown community shop- 
ping area. 
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CHILDREN'S SLIPPERS 


No. 402 
All Smooth Leather 
Bootee 
Hard Flexible 
Leather Soles 
Colors: Brown, Blue, 


Red 
Sizes: 5-8, 8!/2-12, 
12'/2-3. 
Regulor half sizes. 
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Red 
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slipper department go over in a big woy. 
A ata sales asset ond a grand volve. 
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Make the CUBOID Booth 
Your Headquarters at the 


NAT. SHOE FAIR 


Booth +62 « 


Palmer House 


You will meet hundreds of your friends there . . . 
for the buyers of the leading shoe and depart- 
ment stores of the nation annually drop by the 
CUBOID booth. Most of them have Cuboid de- 
partments. It's a convenient way to meet friends, 
just say “See you at the CUBOID Booth.” Learn 
why “The Swing is to Cuboids.” 


Several CUBOID Executives 
will be there to greet you 


They will explain the many helpful promotional 
aids and the merchandising plans which have 
made possible this “Swing to Cuboids." Perhaps 
a franchise may be available in your city. 


BURNS CUBOID COMPANY 
Santa Ana California 


Manufacturing and Markets 


[CONTINUED FROM PAGE 62] 


terested circles that early Fall buying has been done so far 
on such a slender, even fragile, basis as to produce 
worried speculation on the future. The industry is still 
in a perfectly sound position, but current reactions from 
retailers have shaken its confidence. 

The refusal to place orders on any basis but current 
needs is explained by manufacturers, sales representatives 
and buyers, here—in an interesting counterpoint of logic. 
One of the chief points advanced by manufacturers is the 
weather, which was, in the first weeks of September, un- 
conscionably and unseasonably hot. Fall buying at any 
level of the industry, they assert, cannot operate through 
a veil of perspiration. Sales representatives are heard to 
say, with some vehemence, that the retailer is simply 
scared—by high living costs and the generally dubious eco- 
nomic position of the consumer. The retail buyers, them- 
selves, have been overheard justifying their reluctant atti- 
tude by the alleged unformed shoe buying preferences 
of the public. They say that the women’s shoe style pic- 
ture is uncertain, and they refuse to commit themselves 
with.large orders until styles have definitely been estab- 
lished by the consumer. This uncertainty exaggerates the 
widespread tendency to keep inventories as light as pos- 
sible. 

An informed representative of the slipper industry notes 
with satisfaction the strong demand which has literally 
resuscitated that segment of footwear manufacture. He 
predicts the demand for slippers will become so powerful 
that a shortage will occur in the late Fall and Winter. 
All of the slipper and play shoe factories here, it is re- 
ported, are again active, after a pervasive paralysis last 
Winter and Spring. 

In any and all cases, the briskness in the air felt in the 
latter weeks of September has at last dispelled the illusion 
that Summer would be permanent this year, and it is 
hoped Mr. Weather has officially opened the Fall shoe 


season. 





Editorial Outlook 
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The educational job that confronts the men’s shoe 
merchant right now, as we see it, is not only to teach 
customers to hold to the four-to-one ratio as between 
suits and shoes, but to readjust it upward a bit. Shoe 
prices today are being rigidly determined by production 
costs that won’t drop very soon or very much, short 
of an economic upheaval. The world supply and price 
picture for leather will have to change very greatly 
before we see 50 cent calfskins or prices anywhere near 
that figure. Men may have to be re-educated to the point 
where they will expect to pay for their shoes at least a 
third of the price they pay for a suit—sans vest or 
pocket flaps. What will happen to volume, you ask? 
Establish in a man’s mind the firm idea that shoe 
VALUES justify the price that is necessary to pay 
production costs plus a profit, promote shoe VALUES 
intelligently and persistently, and VOLUME should 
take care of itself. 


Boot and Shoe Recorder 

















Footwear Shortage 
Acute in USSR 


[CONTINUED FROM PAGE 52] 


either barefoot or in bedroom slippers. 

Why are the Russians so ill-shod? 

To begin with, shoes have never 
been plentiful in Soviet Russia. Even 
before the war when the USSR was the 
world’s second largest shoe producer, 
following the United States, the aver- 
age Russian rarely had more than one 
pair of intact shoes to his name. Soviet 
production of real and artificial leather 
shoes was then some 205 million pairs 
per year, or little more than a pair per 
person of Russia’s vast population of 
195 millions. Present shoe output in 
the USSR is considerably less, and 
probably will not exceed 97 million 
pairs in 1947, or roughly one pair to 
every two persons of the Soviet popu- 
lation. This sharp decline in shoe out- 
put results from devastation to Russian 
industry and agriculture during World 
War II. 

The chain of war losses began with 
the farm livestock whose hides are the 
raw material for leather manufacture. 
About two-fifths of all USSR livestock 
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before the war was in Western and | 


Southern European Russia, which were 
conquered by the Germans during 1941 
and 1942, the first two years of the 
Soviet-German war. Although the Rus- 
sians attempted to evacuate livestock 
ahead of the German advance, only a 
small percentage of the two-fifths es- 
caped Hitler’s forces. At the time the 
Soviet railways were too busy remov- 
ing industrial machinery to take live- 
stock as well, while trail-driving of 
farm animals was too slow and exceed- 
ingly hard on the animals themselves. 

When Southern and Western Euvro- 
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pean Russia were reconquered from | 


the Germans in 1943 and 1944, the | 


Soviets found that only a fraction re- 
mained of the large stock herds for- 
merly there. In retreating, the Nazis 
either slaughtered most farm animals, 
or took them along. The Soviet Gov- 
ernment is making intensive efforts to 
rebuild herds in the devastated area, 
and to expand those in uninvaded re- 
gions of the USSR. Nevertheless, Rus- 
sian livestock totals are still below the 
prewar level, and not expected to re- 
coup their losses until 1949 or 1950. 

Meanwhile the USSR has a shortage 
of hides, although it is second only to 
the United States in stockbreeding, and 
even has more horses, sheep and goats 
than the U.S.A. The Soviet hide scar- 
city becomes obvious, however, when 
USSR cattle and hog statistics are 
compared with American. In 1947 Rus- 
sia has a cattle population of some 46.8 
million head, or about three-fifths of 
the number in the United States. In 
hogs the difference is even greater. The 
USSR now has about 8.6 million swine, 
which is approximately 15 per cent of 
the American number. In fact, present 
day Russia is one of the few countries 
in the world with more horses than 
dogs. 
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$9.95 


( Sliohtig higher Denver west) 


been earned by 75 years of high quality standards and 
expert workmanship in the production of women’s shoes 


Our dealers know that they can conscientiously recom- 
mend Foot Rest Shoes to their customers because they are 
beautiful, comfortable, well made, nationally advertised, 
and fairly priced. And a product which offers real value 
and satisfies customers is bound to be a consistent “Best 


The Krippendorf-Dittmann Company 


Cincinncti, Obie 


New York Showroom: Marbridge Building 


“Makers of Wenen's Fine Footwear Since 1872” 


* Nationally advertised in Vogue, Ladies’ Home Journal, Mademoiselle, Woman's 
Home Companion, Good Housekeeping, The Grade Teacher, and The Instructor. 








The end result of the Soviet livestock 
shortage is a scarcity of leather. This 
leather shortage is aggravated by the 
fact that the Russians wish to slaughter 
as few animals as possible, while they 
are rebuilding their herds. Conse- 
quently, a great search is now under 
way in the USSR for leather substi- 
tutes. A process is even under con- 
sideration for making artificial leather 
from boghead coal, a low-grade fuel 
found in swamps. Although most 
Americans consider Russia a land of 
steppes, the USSR also has enormous 
swamps because its flatlands do not 
drain easily. Boghead coal is therefore 


abundant, and may be one of the 
answers to the Soviet leather deficiency. 

Aside from raw material, the leather 
shoe industry itself suffered greatly 
from the German invasion of the 
USSR. Before the war most of the 
Soviet shoe industry was in European 
Russia. The largest centers were the 
Moscow area producing about one- 
fourth of Russian shoe output, Lenin- 
grad and vicinity accounting for one- 
fifth of the production, and the Ukraine 
which made another one-fifth of Soviet 
shoes. Substantial footwear industries 
also existed in the White Russian 

[TURN TO PAGE 71, PLEASE] 
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Danger Ahead—The Tax-Exempt Co-op : 


cannot be readily distinguished from 
those owned by private corporation. 

The cooperative crept into the econ- 
omy as a favored instrument for self- 
help and has been coddled by both state 
and federal legislation. It was an or- 
ganization that was powered primarily 
by the loyalty and aid of its member- 
ship rather than by capital. It was de- 
signed to be the mere expression of the 
will of its membership—their alter ego 
—and be conducted as an agency rather 
than as an entity with an economic 
personality and autonomy of its own. 
Only enough capital was required to 
lubricate it as an engine of agency. 
No such selfish concept as “profits” 
could be compatible with its existence. 
All who banded together in the coopera- 
tive pool shared in the common benefit 
in proportion to their interests in the 
flow of goods that passed through the 
common pool and not in proportion to 
any capital contribution. Each mem- 
ber had a vote, regardless of the size 
of his capital contribution, or even the 
volume of the flow of goods he caused 
to or from the common pool. This 
characteristic of the cooperative still 
persists, and voting power is not in 
proportion to capital uwnership as in 
the case of private business corpora- 
tions in general. 

The original forms of the coopera- 
tive still persist even though they have 
taken on the characteristics of the bus- 
iness corporations in adapting them- 
selves to their economic environment. 
The difference between billing price and 
costs continues to be called “savings” 
and not “profits.” These latter, when 
distributed, are still euphemistically 
called “patronage refunds” and not 
dividends. 


Cooperatives as “big business” 


But cling as they do to the old 
nomenclature, with an eye to tax and 
other benefits, the cooperatives have 
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generally taken on the contours of big 
business as developed by the private 
business corporation. The techniques 
of production and distribution are 
shaped by economic factors, not by pre- 
conceived theories. Both the private 
corporation and the cooperative have 
been evolved in the same kind of eco- 
nomic environment. 

The incomes of both are earned with 
the use of capital. The management of 
both is by professional managers who 
represent the absentee beneficiaries. 
These managers are judged by their 
effectiveness in making the invested 
capital produce results. Whether these 
results are cailed “profits” or “savings” 
may pose a problem for semanticists, 
but they pose no problem for the mem- 
ber-beneficiaries. The pay-off is always 
in the same kind of dollars, whether 
they are called “patronage refunds,” 
“patronage dividends,” or just paid 
“dividends.” 

The unvarnished truth is that coop- 
eratives that sprang into existence as 
mere agencies of their patrons have be- 
come economic beings in their own 
right separate and apart from their 
patrons. They accumulate capital by 
plowing back profits in the form of re- 
serves just as private corporations ac- 
cumulate surplus. They have income 
from investments, make profits from 
patrons who are non-members, and de- 
rive income from a variety of sources 
that have little or no relationship to 
the current contributions of members. 


Cooperatives in our free market 
economy ° 


Our whole free market enterprise 
system is predicated on the fact that 
the low-cost, efficient producer will be 
the one to grow and thrive. His com- 
petition will help determine the market 
price. That price will be low enough 
to drive out the less efficient producers 
or force him to make technical or other 


improvements that will maintain his 
competitive position. Thus competition 
is geared to the public welfare. It is 
the force that makes for low cost pro- 
duction and distribution and thereby 
raises the standards of living of all! of 
us. In those sectors of the economy 
where competition cannot effectively do 
its work—the public utilities, for ex- 
ample—government steps in to regulate 
or do the work itself. 

Both cooperatives and private busi- 
ness employ the same factors of produc- 
tion. They bid for materials, labor, 
facilities and other factors in the same 
markets. They distribute produced 
goods that ultimately reach, in one form 
or another, the same markets. Give 
one an advantage over the other— 
whether that advantage is a direct sub- 
sidy or freedom from taxation—and you 
disturb the autonomous workings of 
the free competitive markets. No longer 
does the most efficient enterprise win 
in the competitive struggle. The result 
is greater costs, higher prices, and 
lower standards of living. In this era 
of high tax rates freedom from taxa- 
tion gives an insuperable advantage to 
the cooperatives. They crowd out more 
efficient producers at great social cost. 
Moreover, the taxes they escape are 
loaded upon the backs of other taxpay- 
ers. 

The rapid growth of cooperative en- 
terprises can be attributed in large 
measure to their freedom from taxa- 
tion. In the food industries, grain 
trade, the oil industry and in retail 
trade they have taken increasingly 
dominating positions. If these posi- 
tions could be maintained without the 
effective subsidy of tax exemption they 
would be justified. If cooperatives have 
a superior form of organization that 
superiority would show up were tax 
exemption denied. 

Chapter II will follow in an early 
issue. 
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Footwear Shortage Acute in U.S.S.R. 
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Soviet Republic, the northern Caucasus 
and the Crimean peninsula. Of these 
areas, the Ukraine, White Russia, the 
North Caucasus and Crimea were all 
overrun by the Germans, while Lenin- 
grad was under prolonged siege, and 
part of the Moscow district became a 
battleground. Like livestock, very lit- 
tle of the shoe industry was evacuated, 
and all told, some 70 per cent of Rus- 
sia’s shoe production capacity was lost 
to the Germans. These lost footwear 
factories often underwent triple de- 
struction. The retreating Russians 
wrecked the plants in 1941 and 1942 
so that the Germans could not use them. 
The Germans reciprocated in 1943 and 
1944 as they withdrew. Meanwhile bat- 
tles were often fought near the factor- 
ies, and added to the destruction. 

Consequently, Soviet shoe output is 
today less than half of prewar, al- 
though the Urals, Siberia and Russian 
Central Asia have upped their produc- 
tion greatly, and the devastated plants 
of European Russia are being rebuilt 
as fast as possible. According to pres- 
ent plans, the Soviets hope to regain 
their prewar output level for leather 
shoes within the next two years, and 
exceed it by 1950. However, the planned 
production for 1950 is 240 million pairs, 
which would still be only one and one- 
fifth pairs per person of Russia’s popu- 
lation, compared with the U. S. cur- 
rent output of almost 500 million pairs 
annually or almost 4 pairs per person 
of the American population. 

Our story would be incomplete with- 
out examining rubber footwear, which 
is an important item in a country like 
Russia with its half-year or more of 
snow, te say nothing of the slush and 
mud of Spring when the six-month’s 
snow accumulation melts. 

Because of its cold climate, the USSR 
cannot grow rubber-trees. Certain Cen- 
tral Asian plants, in particular a dan- 
delion called “Kok-Sagyz,” yield small 
amounts of natural rubber and are cul- 
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tivated intensively by the Russians. 
However, as yet the results have been 
meager, and the USSR depends mainly 
on chemistry for its rubber supplies. 
Before the war Russia had built up the 
largest synthetic rubber industry in 
the world, even slightly larger than 
Hitler’s. In contrast to U. S. synthetic 
rubber manufacture, which is based 
mainly on coal and petroleum, the 
Soviet industry uses alcohol and lime- 
stone as raw materials. 

Most of USSR synthetic rubber ca- 
pacity was also located in European 
Russia in the path of the German ad- 
vance. Although the factories were 
evacuated, considerable time has been 
required for their reinstallation and re- 
covery of prewar output levels. The 
Soviets themselves do not expect until 
next year to produce as much rubber 
as before the war. Meanwhile, rubber 
footwear production is far below pre- 
war output. On the eve of the Soviet- 
German war in 1940, Russia manufac- 
tured some 68 million pairs of rubber 
footwear, or about the same as the 
American prewar production. In 1946, 
however, the USSR produced only 30 
million pairs, and in 1947 may manu- 
facture 49 million. If present Soviet 
plans are fulfilled, Russia will make 
88.6 million pairs of galoshes, overshoes 
and other rubber footwear in 1950, or 
a little less than one pair to every two 
persons of its population. 

Considering the Soviet footwear 
shortage, an American shoe manufac- 
turer might think that the USSR could 
be a vast market for U. S. shoes. Un- 
fortunately, although the Russian 
people would probably be glad to buy 
American footwear, the Soviet Govern- 
ment frowns upon shoe imports. Like 
other postwar countries in Europe, the 
USSR has a dollar shortage, and pre- 
fers to spend its greenback holdings 
for machinery rather than for con- 
sumer goods. A few shoes are imported 
from the Iron Curtain countries, but in 


the Soviet Government has 
more interest in importing hides or 
leather than shoes. Since the United 
States is itself a hide-importing coun- 
try, our trade in hides and leather is 
relatively limited with the USSR. The 
eventual Soviet goal is complete self- 
sufficiency in the entire hide, leather 
and shoe production cycle, with as lit- 
tle help from the outside as possible. 

Meanwhile, personal shoes remain 
articles to be handled with care in the 
USSR. Witness the following Rus- 
sian anecdote: 

A Soviet shoemaker is confronted by 
an angry young man carrying a dilapi- 
dated pair of shoes. “Look! The soles 
are all right, but the uppers are com- 
pletely worn out.” The old shoemaker 
replies kindly, “Don’t worry. Next time 
the soles will wear out first.” 
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Open Third Dallas Shoe Store 


DALLAS, TeEX.—The Austin Shoe 
Stores, a local organization operating 
twenty family type shoe stores all over 
the state, has opened another store in 
East Dallas. 

The new unit is the third of the 
firm’s shops in Dallas. 

Double display windows border a 
terrazzo lobby that leads into the store. 
French gray walls with a nile green 
ceiling, accented by the use of wall 
paper to offset the hosiery ard bag 
bar, form the color scheme of the in- 
terior, blending with the polished, hard- 
wood shelving and woodwork. The 
floor is a soft neutral tone of wall-to- 
wall carpeting and the chairs are of 
lime oak, upholstered in off-white plas- 
tic leatherette. Year around refrigera- 
tion air conditioning and fluorescent 
lighting, both direct and indirect, com- 
plete the modern equipment. 

W. B. King, a local shoe man for 
several years, is the manager of the 
new store, having served the company 
as assistant manager for several years. 


7 








SEE WHY... at the 


Palmer House, Booth 29, National Shoe Fair. 


CATALOG on REQUEST... No Obligation 


‘ * 
* 
* 
- 


on? i a an, ee J 
Origumalors oy TY. Ray Shoe Filling 
MILWAUKEE 7. WIS 


| Oe 
x 


RA Y 


2507 S$. HOWELL AVE 





ee 


New Trends Broaden 
Comfort Shoe Field 
[CONTINUED FROM PAGE 64] 


even a first-rate manager. But per- 
mitting him a guided, free hand now 
and then can produce greater incentive 
toward building the morale of the entire 
staff under his direction; and the spirit 
of fellowship is especially contagious 
in a “large store” shoe department. If 
the manager’s judgment proves un- 
sound in certain styles, he will figura- 
tively break his back to unload “his” 
bad buys, which is a problem with its 
own solution. 
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New and re-orders should never be 
delegated to an underling in a shoe 
business that lives on specialization. 
One must be thoroughly versed in the 
local problem of size range and custo- 
mer style requirements. If re-orders 
are considered just another routine job 
of “fill-ins,” business will suffer from 
malnutrition of size 6%D, possibly—or 
acute indigestion of too many 9%4A’s. 
Ina more than one retail unit operation, 
a monthly balancing and transfer of 
stock should be an unbreakable rule. 
When reviewing the ensuing 60-day 
buying plan, first balance the present 
stock of staples. Don’t hesitate at that 
time to mark down obsolete or other 


broken lines, or ill-fitting shoes, bearing 
in mind the old slogan that the first 
loss is the best, and we might add, the 
least loss. There is a fluctuating point 
in specialized retailing which is a sign- 
post to the vigilant—a foresightedness 
which determines where a stock of 
many diversified items should end, and 
quantities of fewer but faster items 
take over, or vice versa. In channeling 
a portion of returned dollars of gross 
profit through sales to anticipating 
future requirements, an _ established 
merchandising plan that expands with 
the pace of selling and re-buying and 
re-selling the original dollars invested 
is inaugurated. Thus, buying power 
is enlarged or decreased according to 
the ratio of monthly sales volume to 
the norm of a month-to-month inven- 
tory, which acts as its own cushion 
during slack or over-active selling 
periods. 

Experience has taught the wary 
merchant that comfort and fit should 
at no time be sacrified for fashion. 
One may, nevertheless, attract addi- 
tional consumer traffic by incidental! 
highlighted style items, detailed on a 
medium height heel, and not patterned 
too impractically for accommodating 
heavy women or stout, fleshy insteps or 
ankles. In merchandising style in com- 
fort footwear it is advisable to try 
small runs of two or three patterns to 
decide which is most acceptable. When 
an outstanding acceptance is proved, 
many adaptations, frequently freshened 
by changes of design can become valu- 
able dollar adjuncts to the more sedate 
comfort and comfort-feature sales. 

In a final analysis let us not neglect 
the two largest related contributors to 
the bad health of an otherwise going 
shoe business. First, the loss suffered 
by excessive mark-down due to incom- 
petence in accurately purchasing by 
price line in proportion to consumer 
acceptance. Too many $18.00 shoes 
are as bad as too many $4.00 shoes if 
the bulk of sales over a clocked period 
averages from $7.00 to $13.00 retail. 
Secondly, the error of not buying the 
proper ratio of low heels to medium 
heels to high=“or—Oxfords to pumps to 
step-ins to sandals, etc., as to leather, 
color, sole thickness—open or closed toe 
or quarter—all of which is summed up 
under the heading of an “unbalanced 
line.” Repetitious surveys of these 
rock-bottom foundations of a well-or- 
ganized retail presentation can’t be 
over-emphasized. Don’t over-control! 
Don’t let a depressed sales period 
frighten you into super-conservatism 
that will tighten your own purse- 
strings and those of your customers. 
Being cautiously optimistic with an 
index finger on the control cards and 
an eye on fashion trends and an ear 
tuned to the customers’ complaints and 
demands will keep a merchant happily 
and successfully engaged in comfort 
shoe promotion every week of any busi- 
ness year. 
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oe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Higher Shoe Prices Justified At Hearing 





Industry Representatives Tell Congressmen of Inevitable Relation Be- 
tween Hide and Shoe Prices; Data Presented Showing Partial 
Absorption by Manufacturers of Heavy Material Cost 
Increases; Suggestions To Help Situation Made. 


Boston, Mass.—Four United States 
Senators, composing the Eastern Sub- 
Committee of the Congressional Joint 
Committee on the Economic Report, in 
Boston to probe prices of commodities 
and consumer goods, met with repre- 
sentatives of the shoe industry here on 
September 18 and were told, in effect, 
that shoe prices are so closely related to 
hide prices that the former cannot be 
expected to decrease unless and until 
there is a marked decrease in the lat- 
ter. Increased labor costs came in also 
for a share of the blame, though there 
was no intimation on the part of any 
trade representative that these higher 
costs should be lowered at the expense 
of the worker. Shoe prices, all agreed, 
have not advanced as far as have the 
costs of raw materials. 

Members of the sub-committee who 
heard the evidence were Senators Ray- 
mond E. Baldwin, of Connecticut, pre- 
siding in the absence of Senator Ralph 
E. Flanders of Vermont; Francis J. 
Myers of Pennsylvania; and Repre- 
sentatives Clarence E. Kilburn of New 
York; and Edward J. Hart of New 
Jersey. 

The industry representatives, all of 
whom appeared voluntarily, included 
vice-presidents Fred L. Hasey and Jean 
Reed Keith of the George E. Keith 
Company, Brockton, Mass.; Maxwell 
Field, executive vice-president of the 
New England Shoe and Leather As- 
sociation; Charles Jones, Jr., board 
chairman of the Associated Shoe Indus- 
tries of Southeastern Massachusetts 
and an executive of the Commonwealth 
Shoe & Leather Company, Whitman, 
Mass.; and J. O. Moore, president of 
the National Asosciation of Shoe Chain 
Stores and head of the Miller-Jones 
Co., of Columbus, O., operators of a 
chain of 97 family-type shoe stores. 

Messrs. Hasey and Keith, in a pre- 
pared statement, said that the increase 
in the price of Walk-Over shoes since 
1942 “has not been sufficient to offset 
our increased cost of production.” Dur- 
ing this period, it was pointed out, calf 
leather has increased 136 per cent; raw 
calf-skins have advanced 196 per cent; 
sole leather has jumped 68 per cent; 
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hides from which sole leather is made 
have gone up 94 per cent; and the labor 
cost per pair has increased 51.9 per 
cent. Further complicating the price 
picture, these men stated, is the fact 
that consumers now demand better 
grade shoes and there is a strong de- 
mand, in the case of men’s shoes, at 
least, for additional expensive features, 
such as extra heavy soles, wing tips, 
extra stitching details and others. 
“Despite these sharp increases in the 
cost of our production,” Mr. Hasey 
stated, “our wholesale prices have ad- 
vanced by only 52.4 per cent,” a min- 
imum achieved through economies in 
overhead and general expenses, greater 
[TURN TO PAGE 97, PLEASE] 


Association Chiefs 
On MASRA Program 


PHILADELPHIA—Irving R. Glass, ex- 
ecutive vice-president of the Tanners’ 
Council of America, will be the prin- 
cipal speaker at the opening luncheon 
of the 34th annual convention and shoe 
mart of the Middle Atlantic Shoe Re- 
tailers Association convention, to be 
held January 25, 26 and 27 at the Ben- 
jamin Franklin Hotel, in Philadelphia. 

Other guests of honor and speakers 
at this luncheon, which is scheduled for 
Monday, January 25, will be L. E. 

m, executive vice-president of 
the National Shoe Retailers Associa- 
tion, and W. W. Stephenson, executive 
vice-president, and Harold R. Quimby, 
secretary, respectively, of the National 
Shoe Manufacturers Association. 

Secretary Cal J. Mensch, of the Mid- 
dle Atlantic association, says that appli- 
cations for display space are being re- 
ceived in large numbers at his office 
at 1429 Sheffield Street, Pittsburgh 12, 
Pa. The MASRA Show Management 
Committee will hold a special meeting 
early in October at the Benjamin 
Franklin in Philadelphia, exact date to 
be announced later. Detailed arrange- 
ments for the convention will be com- 
pleted at this meeting. 





Opening Luncheon at Shoe Fair 
To Feature ‘Picturama’ of U.S. 


Cuicaco — “The New America,” a 
photographic appraisal by Life Mage 
zine, of the United States, its economy, 
industrial capacity and spirit, will be 
featured at the opening noon luncheon 
of the National Shoe Fair on Monday, 
October 27th, it has been revealed. 

The “picturamas” consist of five in- 
dividual photographs made into one 
large composite presentation on five 
large screens. Some 14,000 photographs 
taken by a special Life staff have been 
edited down to 127 sequences covering 
the vast changes taken place in the 
United States since the depression thir- 
ties and showing the enormous poten- 
tial built up during the war. 

Tickets for the luncheon will be sold 
at all registration desks located in the 
exhibiting hotels, which are the Morri- 
son, Chicagoan, Palmer House, Stevens 
and Congress. The National Shoe Fair, 
jointly sponsored by the National Shoe 
Manufacturers Association and the Na- 
tional Shoe Retailers Association, will 
be held here October 27th through 30th. 

Over 615 firms — manufacturers, 
wholesalers and firms of the allied in- 
dustries—will display their products in 
1180 exhibit areas in the five hotels. A 
breakdown of the location of display 
rooms shows 310 sample and display 
rooms in the Palmer House on the 6th, 
7th, 8th and 9th floors with an addi- 
tional 100 booths on the 4th floor; 395 
rooms in the Morrison Hotels from the 
4tk to the 15th floors; ?80 rooms in the 
Stevens Hotel on the 5th, 6th, 7th and 
8th floors; 50 rooms in the Hotel Chi- 
cagoan on the 4th and 5th floors; and 
35 rooms in the Congress Hotel oceupy- 
ing the entire 3rd floor. 

Requests for sleeping rooms by re- 
tailers have reached record proportions, 
according to George Gayou, manager 
of the Shoe Fair, with Loop hotels 
completely sold up. Additional sleep- 
ing facilities have been arranged by 
the Greater Chicago Hotel Association 
in hotels immediately outside the Loop. 
A list of these hotels include the 
Wacker, Plaza, Sovereign, Central 
Plaza, Belair, Washington, Picadilly 
and Windermere. 

Registration of visiting shoe men 
will be set up in all of the exhibiting 
hotels, making it convenient to receive 
the official directory listing all exhibi- 
tors, the hotel and room or booth num- 
ber of their exhibit, together with 
complete information regarding the 

[TURN TO PAGE 78, PLEASE] 
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Big Attendance Expected At Boston Show 





Sample Rooms of Three Hotels To Be Used During New England Shoe 
Market Week, November 17-20; 210 Associates Plan 
Banquet; Fashion Publicity Director Appointed. 


Boston, Mass. — Official announce- 
ment of the sponsorship by the New 
England Shoe and Leather Associa- 
tion of a New England Shoe Market 
Week on November 17-20, has been sent 
all members of the shoe trade by T. 
Kenyon Holly, of the Holly Shoe Com- 
pany, Littleton, N. H., association di- 
rector and chairman of the show com- 
mittee, and Maxwell Field, association 
secretary and manager of the industry- 
wide fair. 

Exhibits of shoe manufacturers, and 
members of the allied trades who sell 
their products to these manufacturers, 
such as shoe machinery, lasts, heels, 
fabrics, rubber items, etc., will be 
housed at Boston’s three leading hotels 
—the Hotel Statler, Copley-Plaza and 
Parker House. All displays will be con- 
fined to individual hotel rooms, to as- 
sure exhibitors complete freedom and 
privacy in transacting business with 
customers. 

The public will not be admitted to 
this trade showing of Spring 1948 shoe 
fashions and styles. 

This fair will be operated solely as 
a business show, with no banquets, 
luncheons or fashion revues scheduled 
by the committee, according to Mr. 
Holly. The only entertainment feature 
will be sponsored by the 210 Associates, 
Inc., the national charitable organiza- 
tion in the shoe trade, which will hold 
its annual banquet and stage entertain- 
ment on Tuesday evening, November 
18th. 

An attendance of 2500 outside visi- 
tors is predicted for this show by its 
manager, Maxwell Field, who pointed 
out that this New England Shoe Mar- 
ket Week is the second largest show 
held regularly in the shoe industry, and 
it is the largest trade convention con- 
ducted in Boston. 

Headquarters for this Market Week 
will be maintained at 210 Lincoln 
Street, Boston 11, Massachusetts. Shoe 
manufacturers desiring to obtain hotel 


display rooms, as well as others inter- 
ested, should immediately write in for 
the official announcement, Mr. Field 





VIRGINIA HARRIS 


said, to assure satisfactory accommo- 
dations at this Spring Show, which is 
“timed right for actual selling and buy- 
ing of Spring shoes at firm commit- 
ments.” 

Mr. Field has announced that Miss 
Virginia Harris, prominent Boston pub- 
licity and fashion promotion counsel, 
will supervise fashion publicity for the 
industry-wide market week. 

Miss Harris opened her own offices 
this spring after a two-year associa- 
tion with the Murray White Company 
of Boston as advertising and publicity 
manager. Prior to this connection, she 
was with Lever Brothers Company in 
Cambridge in charge of all publicity 
for the department store promotion di- 
vision. 

As a member of the Boston Adver- 
tising Club and publicity director for 
the Boston Fashion Group, Miss Harris 
is well-known in New England fashion 
circles. 





Canada Troubled By Hide Decontrol Threat 





Shoe Retailer’s and Manufacturer’s Associations Warn of Disastrous 
Results of Decontrol Until Hide Market Subsides 


MONTREAL, QUEBEC—A _ recently 
transacted 20 per cent basic wage in- 
crease for Canadian shoe workers, 
added to the imminent decontrol of 
hide and leather prices, have caused 
widespread consternation among shoe 
retailers and shoe manufacturers 
throughout the dominion. Statements 
by the WPTB and the Shoe Manufac- 
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turers Association of Canada predict 
sharp rises in shoe costs and prices, 
the result of which is viewed with ap- 
prehension. 

In announcing impending rise in shoe 
prices, the Shoe Manufacturers’ Asso- 
ciation urged that present controls on 
hide prices be maintained for another 

[TURN TO NEXT PAGE, PLEASE] 





Dates to Remember 


Monthly Shoe Show, Michigan Shoe 
Travelers Club, Hotel Statler, Detroit. 
October 5, 6, 7, 
Shoe Manufacturers Spring Opening, 
Hotel New Yorker, New York City. 
October 5, 6, 7, 8, 9, 
Annual Convention, National Shoe Trav- 
elers Association, Morrison Hotel, 
Chicago. October 23, 24, 
National Shoe Fair, Palmer House and 
Morrison and Stevens Hotels, Chi- 
cago. October 27, 28, 29, 30, 
Apparel Show, Ak-Sar-Ben Men's Ap- 
pare! Club, Inc., Paxton Hotel, 
Omaha, Nebraska. 
November !, 2, 3, 4, 
Shoe Show, Northwestern National Shoe 
Travelers Association, St. Paul Hotel, 
St. Paul, Minnesota. 
November |, 2, 3, 4, 
Spring Shoe Show, Central States Shoe 
Travelers, Muehlbach and Phillips 
Hotels, Kansas City, Mo. 
November 2, 3, 4, 
Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. 
November 2, 3, 4, 
Advance Spring Shoe and Accessory 
Show, Southeastern Shoe Travelers, 
Sheraton Bon Air Hotel, Au- 
November 2, 3, 4, 5, 
Annual Convention and Show, Texas- 
Southwest Shoe Retailers Association, 
Fort Worth, Texas. 
November 2, 3, 4, 5, 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 
November 8, 9, 10, II, 
Spring Shoe Show, Indiana Shoe Trav- 
elers' Association, Severin Hotel, In- 
dianapolis, Ind. November 9, 10, I 1, 
Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hote! Fort Des Moines, 
Des Moines, la. November 9, 10, I!, 
Spring Style Shoe Show, Southwestern 
Shoe Travelers Association, Adolphus 
and Baker Hotels, Dallas, Texas. 
November 10, !!, 12, 13, 
Spring Style Showing, Midwestern Shoe 
Travelers, Paxton Hotel, Omaha, Neb. 
November 15, 16, 17, 18, 
Shoe Show, Tri-State Travelers, Hotel 
Statler, Buffalo, N. Y. 
November 16, 17, 
Spring Showing, Associated Shoe Trav- 
elers, Hotel Wisconsin, Milwaukee, 
Wisc. November 16, 17, 18, 1947 


Ohio Shoe Travelers Annual Spring 
Showing, Hotel Gibson, Cincinnati, 
Ohio. November 16, 17, 18, 19, 

New England Shoe Market Week, New 
England Shoe and Leather Associc- 
tion, Hotels Statler and Copley- 
Plaza, Boston. 

November 17, 18, 19, 20, 

Parker House Shoe Show, Boston Shoe 
Travelers Association, Boston. 

November 17, 18, 19, 20, 21, 

Shoe Show, West Coast Shoe Travelers 
Associates, Haas Building, Hotels 
Biltmore and Lankershim, Los An- 
geles, Cal. November 23, 24, 25, 26, 

Monthly Shoe Show, Shoe Travelers 
Association of Chicago, Morrison 
Hotel, Chicago, Ill. 

November 24, 25, 26, 
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One of America's 
Great Shoe Centers 
Presents America's 
Greatest Sectional 
Shoe Show 












HOTEL GIBSON 


exhibitors. 


cation. 


CINCINNATI SHOE FAIR 


Sponsored By The Ohio Shoe Travelers Club 


NOVEMBER 16-17-18-19 
OVER 200 LINES WILL BE EXHIBITED 


We are still accepting reservations from 
shoe and accessory manufacturers and 


Deadline OCTOBER 10th. 

This is your opportunity to contact hun- 
dreds of merchants from the great mid- 
west. Write to address below for appli- 


Mr. Retailer — Plan to attend this out- 
standing event. Write to address below 
for room reservations. 

Address all communications to Show Chairman 


53 Duttenhofer Building 
229 E. 6th St. 


Cincinnati, Ohio 


CINCINNATI, OHIO 











Canada Troubled By 
Hide Decontrol Threat 
[CONTINUED FROM PAGE 74] 


few months to prevent the rise in pro- 
duction costs from becoming “dis- 
astrous.” 

The statement followed a _ special 
meeting in Toronto recently and 
pointed out that hides cost Canadian 
tanners 18 cents a pound while the 
world price is approximately 29 cents. 
Removal of controls while the world 
rice remains at this level would send 
Canadian hide costs up more than 50 
per cent with a consequent increase in 
cost of shoe leather and shoes. 

“Assuming that the expected de- 
creas in world prices materialize late 
this year, maintenance of present Ca- 
nadian ceilings on hides for another 
few months would save the Canadian 
tanning and shoe industries from vio- 
lent cost fluctuations which might well 
have a disastrous effect on both indus- 
tries and on the public.” 

WPTB officials, on the other hand, 
can see no reason why there should be 
any increase in the price of shoes, at 
least until after the New Year. 

This opinion is based on the fact that 
most retailers have already bought 
their supply of Fall shoes; some are 
even stocked up until the end of the 
year. 
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Thus, if the subsidy on hides is re- 
moved soon, as some expect, the effect 
of passing this increase on to the con- 
sumer should not legitimately. be felt 
until around the New Year. 

However, WPTB officials are hopeful 
that removal of the subsidy will coin- 
cide with marked improvement in the 
supply of hides and thus lower prices. 
It is expected that the United States 
will have a surplus this month and 
next, and that Canada’s domestic situa- 
tion will thus improve to some extent. 

Under the subsidy plan, in effect in 
Canada since May 1, the Government 
has been making up the difference of 
around 9 cents between Canadian 
prices and the price of hides imported 
from the United States. This subsidy 
is being paid out of a fund made up 
from a 2 per cent tax tanners have 
been collecting on invoice prices from 
manufacturers. 

In an attempt to crystallize opinion 
and forcefully represent their indus- 
tries in the present situation, repre- 
sentatives of the Shoe Manufacturer’s 
Association, the Tanners’ Association 
and the Canadian Shoe Retailers Asso- 
ciation visited Ottawa to present their 
views on the decontrol of hides and 
leather. 

They were received by Finance Min- 
ister Abbott and WPTB Chairman 
Taylor. 

There had been rumors that controls 


might be removed in September—that 
has since been discredited. The delega- 
tion made a strong case for their re- 
tention until the raw materials market 
became more settled. 

The Government is influenced by two 
factors. (1) It is their settled policy to 
remove all controls except rentals as 
quickly as possible. (2) It is costing 
$100,000 a month to subsidize essential 
imports of hides and make them avail- 
able at Canadian ceilings. The repre- 
sentatives of the industry, however, 
pointed out that if hide and leather 
controls were all lifted at this time it 
might well cost the Canadian public 
$2,000,000 a month in increased shoe 
prices. The S.M.A. has estimated that 
shoe prices might advance about 25 per 
cent. 

While the Finance Minister was non- 
committal, he was evidently impressed 
by the industry’s statement of the case, 
and the delegation gathered the im- 
pression that controls would not be 
lifted before the end of the year at 
least. 





New Allen Store In Charleston 


CHarteston, S. C.—Allen’s Shoe 
Store has just opened for business at 
266 King Street. Paul Smith, who has 
managed the Allen store in Memphis, 
Tenn., since its opening two years ago, 
is manager of the new store here. 




















SUN-FADED GOODS 
are a NEEDLESS loss 















Our delightful sandal that’s deftly 
cut for quick and éasy sales. Silver or 
gold mesh with genuine silver or 





silver accents and 21/8 


Send for new evening shoe catalog 












Shoe Styles Televised By 
St. Louis Manufacturers 


St. Louis—St. Louis-made shoes took 
to the visual air waves early in Sep- 
tember when for the first time the St. 
Louis Shoe Manufacturers’ Associa- 
tion broadcast a television show over 
KSD-TV. 

Twenty-five currently popular wo- 
men’s shoes, all styled in St. Louis, 
were exhibited, along with matching 
ensembles. Live models were used, 
and closeups were combined with full 
length shots for maximum detail visi- 
bility. Casual afternoon, cocktail and 
dinner, business and evening wear were 
included. 

In commenting on the television 
broadcast, James S. Legg, president of 
the association, said, “television’s ca- 
pacity to combine full-length with close- 
up views promises to revolutionize shoe 
display technique. We have waited a 
long time for a chance to produce style 
shows in which shoes are as prominent 
as the dresses, suits and coats. An ex- 
clusive shoe display has never been the 
answer—shoes are part and parcel of 
the total costume. 

“Television will provide an excellent 
method for spotlighting, in which foot- 
wear can be shown as an important 
fashion accessory. This emphasis on 
visual media,” he added, “is an out- 
growth of the tremendous emphasis 
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that St. Louis-manufacturers are plac- 
ing on style. We feel very strongly 
that, while quality factors can be writ- 
ten about, more highly dramatic media 
are required to communicate style.” 





Film of Guild Shoe 


Styles Televised 


New YorK—A shoe television film 
with shoe creations from member 
of The Guild of Better Shoe Manufac- 
turers was shown as part of the tele- 
vision Gulf News Program on Station 
WCBS-TV this month. 

Timed to the Advance Spring Open- 
ings of the Shoe Guild, resort, dinner 
and cocktail shoe styles were filmed in 
new Guild styles. 

The resort styles with newly created 
restort apparel were shown in a se- 
quence in front of a gay litle cottage. 
Dinner and cocktail shoes were worn in 
a lounge sequence. 





$10,000 Remodeling 
Near Completion 


BEAUMONT, TEXAS—The $10,000 re- 
modeling program at the Guarantee 
Shoe Company store, 470 Pearl Street, 
has been completed, except for installa- 
tion of a new air conditioning unit, 
which will be installed shortly, acccord- 
ing to Hyman Spector, manager. 









OU can stop this needless 
loss through the use of Trans- 
parent Shades. They protect win- 
dow goods from color-destroying 
sunrays, keep merchandise 100% 
saleable. What's more, Transpa- 
rent Shades give complete visibil- 
ity to valuable window displays 
(no awnings, blinds,canvas strips). 
Mail this coupon today for your 
free copy of "Sum Protection plus 
Visibility through Transparent 
Shades,”’and name of nearest sales 
representative! No obligation! 
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Attendance, Buying Good 
At Michigan Show 


Derroir—The regular September 
Shoe Show, sponsored by the Michigan 
Travelers Club at the Statler Hotel 
here, drew an exceptional turnout of 
some 200 lines. The event was very 
well attended, especially on Monday, 
both by local and outstate dealers. 

Buying was reported strong. This 
was especially noticeable in men’s and 
children’s shoes, largely because of the 
fact that dealers bought lightly earlier 
in the season. 

Rubber footwear, also, was in con- 
siderable demand in several types. 

In women’s shoes, the demand was 
lighter. An outstanding seller, to 
everyone’s surprise, was the buckled 
straps in sport oxfords, both women’s 
and misses’ sizes. 





Dallas Retail Shoe 
Store Opened 


DALLAS, TEx.—The Bass Shoe Store, 


4106 Oak Lawn Avenue, opened its 


doors to the public recently, here. 

The store is owned and operated by 
C. W. Bass, a veteran of 25 years’ ex- 
perience in the retail shoe business. 





Marshall Field Starts Series 
Of Permanent ‘Special Values’ 


CuHIcaGO—Ten household and apparel 
items, including men’s shoes, especially 
built to Marshall Field & Company 
specifications and designed as perma- 
nent special values, have been an- 
nounced by the store’s Budget Floor 
as the first in a series aimed at keeping 
down the current cost of living. 

Egil Krogh, merchandise manager 
of the Budget Floor, revealed the plan 
a year ago, promising a list of more 
than 50 such items which are to be 
known as Fieldbilt and will span the 
basic needs of the average American 
home. 

In the present group are ladies’ 
leather handbags at $5.50, men’s white 
shirts at $2.75, men’s shoes at $6.95, 
wool blankets at $10, organdie curtains 
at $2.95 a pair, slipcover and drapery 
fabrics at $1.75 a yard, tailored panel 
curtains at $1.15 each, and corduroy 
overalls for children at $2.85. 

In his statement, Krogh said that it 
has taken a year of intensive merchan- 
dise planning and working with re- 
sources to achieve the 10 current items 
in the face of steadily rising costs of 
production. 


Enlarge Building For 
Slipper Shop 

JACKSON, Miss.—At a cost of $15,500, 
the building at 416 East Capitol Street 
will be remodeled and enlarged for 
occupancy by Roy Champion’s new 
Princess Slipper Shop. 
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HOTEL NEW YORKER 
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Custom quality WELDWELT construction, selected OAK BEND outersoles and 
DALETAN leather innersoles make these rugged little boots light, flexible, 


SS 350 Brown Elk =351 White Elk #352 Red Elk 
| =353 Brown Elk Vamp and Strap, Embossed 


Texedero Cowhide Quarter 


Red Elk Vamp ond Strap, Embossed 
Texedero Cowhide Querter 


White Elk Majorette with White Tassel 
(not illustrated) 
Each size range pecked la cer- 
tons of 18 pairs of « style 


INFANTS (sizes 5 to 9) — $3.35; 
CHILDS (sizes 9¥2 to 13)— $3.75; 
MISSES (sizes 1 to 3) — $4.15 
Allow 3 Weeks for Delivery 
Terms: FOB Fectory, NET 10 Deys 


> 
RARE 


FOOTWEAR, INC. 


wttewrir Brvision 


COOPERSBURG, PENNSYLVANIA 
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Mr. Champion, who has leased the 
Capitol Street building, says alterations 
and additions will include a 60 by 61 
foot addition for a total of 3660 square 
feet of floor space. 





Becomes Manager, Buyer of 
So. Dakota Shoe Department 


Sioux Fas, S. Daxora—M. D. 
McRae has recently become associated 
with the Weatherwax Company, here 
as manager and buyer of their newly 
enlarged shoe department. 

Mr. McRae, prior to his entry into 
the Navy, was manager of the Flor- 


sheim Shoe Shops at 1 North LaSalle 
Street and 12 North Dearborn Street, 


Chieago. 





Add Children’s Department 


Harrispurc, Pa—A new children’s 
department was recently added to the 
Dr. Scholl Foot Comfort Shop, 28 
North Second Street, Harrisburg, it 
has been announced by J. Freedlander, 
owner of the store. 

The new department will conduct the 
same fitting service given adults, fea- 
turing pedograph fittings and X-ray 
fitting check-ups by trained attendants. 
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The interior of Phelps Shoeland, Inc.'s new women's and children's shoe store in 
Broadmoor, a suburb of Shreveport, La., is on the one hand light and gay, on the 
other modern and sophisticated. The color scheme is keynoted by the silver, melon 
pink and chartreuse plaid paper covering the rear circular walls. The left well 
and ceiling are chartreuse; the right wall is silver gray. Note clever design of 
children's fitting platform at left, with stock under it, and hosiery counter at right. 


SHREVEPORT, La. — Located in the 
rapidly developing residential suburb 
of Broadmoor, here, the recently opened 
Phelps Shoeland has combined children’s 
and women’s shops into a store of 
modern, integrated design and comfort. 

Ben A. Phelps, one of a family which 
pioneered the shoe business here in 
1869, and secretary-treasurer of the 
new corporation, has said that he be- 
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lieved there was a definite place for a 
suburban shoe store because of the ad- 
ditional parking space and the conveni- 
ence of shopping in casual clothes. 
The color scheme of the store is used 
in part to separate the children’s side 
from the women’s, and to provide a 
lively and gay atmosphere. Three sets 
of spotlights are used to fully bring 
out the effects of the silver, melon pink 


and chartreuse combination. The chairs 
are upholstered in chartreuse leather, 
the fitting stools in melon pink leather, 
and fixtures are of grey-bleached wood. 

The semi-full glass front of the store 
allows full vision of the interior. Em- 
phasis in the display is on simplicity 
and uncrowded arrangement of a typi- 
cal sampling of styles. High grade 
shoes are carried. 





Shoe Fair Opening Luncheon 
To Feature ‘Picturama’ of U.S. 
[CONTINUED FROM PAGE 73] 


program of events, educational features 
and other functions held in conjunction 
with the Fair. 

Registration desks will be opened on 
Sunday morning at 9 A.M. in all hotels 
and continue through the day until 
6 P.M., with the same schedule repeated 
for Monday, Tuesday and Wednesday. 
As in the past, there is no charge for 
registration. 

Luncheon tickets will be sold at 
registration desks for the Monday and 
Tuesday meetings, starting at 12:15 in 
the Grand Ballroom of the Palmer 
House. Visiting buyers may register in 
the Palmer House, the 4th floor, in the 
Morrison Hotel the Mezzanine, in The 
Stevens the Mezzanine, the Congress 
Hotel 3rd floor, and in the lobby of the 
Hotel Chicagoan. 
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Texas Dealer Stages 
Clever Children’s Promotions 


DaLias, TEX. — Down in Dallas, 
which Texans call the Gateway of the 
West, a dealer in children’s shoes 
caught the spirit of the Old West and 
staged his own “Frontier Week” the 
week before school started. The dealer 
was Thurman B. Srader, manager of 
the Lewis Shoe Store, in the heart of 
Oak Lawn, one of the city’s better 
suburbs. 

A hitching post was put up on the 
sidewalk in front of the store. The 
rustic posts, with a rough-hewn cross- 
bar between, with a sign “Hitching 
Post” nailed on and a cowboy boot 
balanced on one end. Inside the store, 
decorations did more to carry out the 
theme. A camp fire with its red glow 
was built in the rear of the store; 
branches with red and yellow leaves 
of Autumn added further color to the 
display. The window displays played a 
big part in the promotion of Frontier 
Week, showing children’s cowboy boots, 
backed by a crooked log fence. 

The new Lewis Shoe Store, which 
opened its doors last January 18, is 
decorated modernistically throughout 
and carried out the Western theme with 
beautifully painted cut-out murals at- 
tached to the walls. These are of large, 
gaily colored ponies and their cowboy 
riders. These paintings were done by 
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a local artist; they blend nicely with 
the shell-pink plastered walls, and are 
to remain as permanent decorations. 

Instead of chairs, the Lewis store has 
curved couches, upholstered in a green 
plastic materia] that will neither burn 
nor scuff. Round hassocks, covered with 
this same plastic, are used instead of 
the usual fitting stools. The wall-to- 
wall carpet is also of green. 

Above the couches there are shadow- 
box display niches, edged in fuschia; 
in these niches are displayed more cow- 
boy boots. One wall is completely cov- 
ered with aluminum shelving. 

“We are the first store ir Dallas 
to use this shelving,” proudly states 
Mr. Srader. “Just as our Frontier 
Week points out—we want to be first 
in everything.” 

The wrapping desk and cash register 
are on one side of the foyer and a 
recorder-console Stromberg Carlson is 
on the other side. This recorder is used 
in one of the store’s major merchardis- 
ing ideas. With the purchase of a pair 
of shoes, each child is given the chance 
to record his voice on a permanent 
aluminum record which is then played 
on the Stromberg-Carlson. This de- 
lights the child, but he is made still 
happier when he is told he may take 
the record home. The record then be- 
comes a permanent advertisement of 
the store. 

“Children cannot read newspaper ad- 
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vertising,” says Mr. Srader, “but give 
them gifts to take home and they don’t 
forget to tell mother where to buy 
shoes.” Other gifts for the children 
include pencil pouches and balloons. 

Although the store specializes in 
children’s shoes, the Lewis firm also 
carries a line of ladies’ casuals and 
men’s shoes. Because of the few 
changes made in the styles of childen’s 
shoes, the store has no sales or mark- 
downs. In spite of this, Mr. Srader 
says he has a stock turn-over four 
times a year. 

The store’s chief method of advertis- 
ing is through direct mail, obtaining 
their mailing lists from customers. 
They have plans for radio advertising 
in the near future. 

The Lewis Shoe Store is owned by 
Joe Lewis, who also has stores in Waco 
and Bryan, Texas. 


Awarded Special Prize 
For Shoe Display 


E_mma, N. Y.—Jerome’s, here, was 
awarded a special second prize of $75 
in the recent nation-wide window dis- 
play contest of the Jarman Shoe Co. 


Family Shoe Store Opens 


MARIANNA, FLA.—The quality Shoe 
Store has been opened on Lafayette 
street by W. B. Reddoch. 
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Attracts College Sales With 
Slapstick Interior Decoration 


St. Paut, MINN.—To attract the col- 
lege crowd, Schuneman’s, Inc., has 
opened a new shop called College Alley, 
the name given point by the long, nar- 
row space used for the display of col- 
lege wardrobes. 

The Alley is given a -gay, amusing 
atmosphere by murals of free hand 
chalk caricatures of college life. In- 
verted garbage cans, each painted a 
different, vivid college color, with plaid 
cushion tops, are used for seats. Pickets 
of the same colorings form an open 
gate at the entrance. A display case of 
accessories has shelves held in place by 
painted pails. Mannikins are humorous 
wooden heads with wool wigs fastened 
to hangers on cross bars. 

Suggestions of college shoe styles are 
made at various points about the Alley. 
Pairs of shoes are placed below the 
mannikins on low platforms. Others 
are shown in the accessories case. Some 
are placed on counter tops near group- 
ings of sweaters, scarves and campus 
caps. 


Belk Brothers Open 
Adjoining Shoe Store 


CHARLOTTE, N. C.—Belk Bros. Com- 
pany, of 115 East Trade street, has 


formally opened its new shoe store, 
here, according to an announcement by 
George W. Dowdy, manager. 

The new shoe store adjoins the pres- 
ent Belk Bros. building and is connected 
with the main building by large and 
conveniently placed entrances. The 
store has two stories, a basement and a 
first floor; and contains ample room 
for the large shoe business done by the 
establishment. More than 12 lines of 
women’s, men’s and children’s shoes are 
carried—all nationally advertised. 

Manager Dowdy pointed out that the 
first floor is 30 by 239 feet in size and 
the basement floor is 30 by 175 feet. 
Plans for the renovation were made by 
Ray K. Henry, display director, and 
his plans have given Belk what is be- 
lieved to be one of the most beautiful 
shoe stores in the South. 

“Something of the size of the new 
store is indicated in the fact that it 
carries approximately 38,000 pairs of 
shoes on its shelves,” Mr. Dowdy stated. 
“In addition, it carries a stock of 10,- 
000 pairs in the stockroom.” 





Change Location 


MIAMI, Fta.—The A. S. Beck Shoe 
Store has changed location and is now 
occupying the new building directly 
across the street from the old, at 2 
West Flagler Street. 


C. H. Baker Opens 11th 
Unit in San Francisco 


San Francisco—C. H. Baker, pio- 
neer California shoe firm, opened a 
third store in San Francisco recently. 

The store, located at 844 Market 
street, features nationally advertised 
shoes for men and women. 

“We believe San Franciscans will be 
delighted with the store,” said John 
Baker, president of the firm. “We have 
made every effort to make it*a shoe 
salon, unusual in design and merchan- 
dise.” 

Customers during the three-day 
opening received gifts of hose—nylons 
for women, Argyle for men. 

The new store is C. H. Baker’s 11th 
retail outlet in California. Other stores 
in San Francisco are at 1163 Market 
street and 241 Geary street. The lat- 
ter is scheduled to close early this 
month. 


The firm also has stores in Oakland, 
Hollywood, Pasadena, Los Angeles and 
Long Beach. 


The new store here is air conditioned 
throughout and its interior has been de- 
signed with extensive use of glass, mir- 
ror and walnut paneling. Architects 
were Gruen & Krummeck Associates of 
San Francisco and Los Angeles. 
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Tober-Saifer Change 
Firm Name 


St. Louis—Harold E. Tober, presi- | 
dent of the Tober-Saifer Shoe Com- 
pany, here has announced the change in 
the name of the corporation to the To- 
ber-Saifer Shoe Manufacturing Com- 
pany, Inc. 

This announcement culminates a long 

series of events which date back to 
1913, the year in which the Tober- 
Saifer Shoe Co. was first organized. ; . 
For over 20 years, Abraham E. Tober od 
and Albert Saifer, organizers of the 
company, were engaged in buying and 
selling women’s shoes. Shoes were 
purchased from many manufacturers, 
and then sold as unbranded women’s 
high-styled shoes. 

In August, 1936, however, at a meet- 
ing of the Board of Directors, it was 
decided to hold a national contest in 
order to select a name for a proposed 
line of nationally advertised women’s 
footwear. Two thousand Tober-Saifer 
dealers entered the name contest, and 
the name “Jolene” was selected from 
the many entries. ; 

A national advertising campaign 
was launched in September, 1936, and 
has been followed up year after year— 
until currently Tober-Saifer is one of 


CRS 


by pfeiffer 


a 


_ 
Z 


— 





SMART 


elastic sling back, quality sotin, all desirable colors 
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built up arch, hard leather soles 





the largest national advertisers in its 
field. 

In 1939, the directors of the company 
saw the need for a more uniform prod- 
uct. They desired to control the qual- 
ity, styling, fit and delivery of Jolene 
shoes. Up to that time, shoes had been 
purchased from 12 to 15 different fac- 
tories and uniform quality was impos- 
sible to obtain. 

The Selwyn Shoe Manufacturing Co. 
of New Athens, IIl., was purchased at 
that time. Since that time, it has been 
the desire of the directors to gradually 
switch over to a point where all of the 
shoes sold under the Tober-Saifer 
branded lines would be manufactured 
in their own plants. The Victoria 
Cross line was introduced in 1940. 

In 1941, the Selwyn plant was moved 
from New Athens, IIl., to Boonville, 
Mo., where a new palnt was acquired. 
The New Athens plant continued to 
operate, manufacturing the new line of 
Victoria Cross shoes. 

Immediately after the conclusion of 
World War II hostilities, the Tober- 
Saifer Shoe Manufacturing Co. 
acquired a plant at 2200 Chestnut St., 
St. Louis. A fourth plant now is in 
operation at Palmyra, III. 





Southwestern Show to Have 
Record Number of Exhibitors 


DALLAS, TExaAS—The Spring Shoe 
Style Show of the Southwestern Shoe 
Travelers Association, here, will have 
the greatest number of exhibitors in 
the 25 year history of the event, it is 
reported. More than 2000 shoe buyers 
are expected to attend. 

Applications on file have necessitated 
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This advertisement—featuring PUFFS— 
will appear before more than 500,000 read- 
ers of GLAMOUR in November. Many 
of these can be brought into your store to 
become your customers. Here's how: 


(1) Order a representative showing of 
PUFFS, available from stock. $2.85 net. 





(2) Use our free mats in your newspaper 
advertising to tie in with PUFFS national 
advertising. 

(3) Use the free counter cards furnished 
to remind shoppers that you carry PUFFS. 
Ask for a representative to call or order 
direct. 


pfeiffer’s inc. 


Division of Frank H. Pfeiffer Co., Inc. 
WORCESTER, MASS. 


A few of the other attractive slippers from the Pfeiffer line: 
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the addition of fifty display rooms in 
the Adolphus and Baker hotels and the 
Convention Committee is negotiating 
for even more space. The serious hotel 
situation, the committee said, has been 
partially relieved by the completion of 
several hotels in the residential section 
of the city. 

The Spring Style Show will be the 
36th show sponsored by the Southwest- 
ern Shoe Travelers since 1922. For 
fifteen years it was an annual event 
but in 1937 it was decided that the 
changing conditions of shoe buying re- 
quired two shows. 


Shoe Store Changes Hands 


SaLT LAKE Crry, UTAH—The Thomp- 
son Shoe Company, founded in 1922 by 
Jesse Thompson, and operated continu- 
cusly by him until his retirement in 
1944, at which time he sold the business 
to the Williams Shoe Company of Jack- 
son, Tenn., has recently changed hands. 

Walter Owens, local businessman, 
has purchased the Thompson Shoe Com- 
pany and will operate it under the man- 
agership of Percy Walker, well-known 
in local shoe rtailing for 25 years. Mr. 
Walker is a member of the Salt Lake 
City Chamber of Commerce. 











The Only Genuine PLASTICSUEDE* 
by PINE HILL PRODUCTS CO. 


announces 
New Autumn Colors for the Shoe 
Industry 


327 WEST 36TH STREET 





PLASTICSUEDE* 





CASTLE TRIMMING CO., INC. 


*Reg. Trade Name by PINE HILL PRODUCTS CO., 264 Fifth Avenue, N.Y.C. 


Manufacturers of 


PLASTICSUEDE* Strippings, Tubu- 
lars, Bindings, Weltings and other 
shoe products by 


NEW YORK, N. Y. 
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The PARCLEAT CO., Dept. B9 
3048 Rodman St., N.W.,Washington 8, D.C. 


















Great Little Time Savers 
Price Tags with imprinted prices, any selection desired. 
Fall Circular showing 4 color designs sent on request. 
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Merchants’ Service Dept, 209 $. State St, Chicago 4, Illinois 














Displays Dramatize Shoes in New Salon 





The new salon at Gaxton Company, in Baltimore, has, as a dominant feature of 
series of dramatically placed and lighted shadow boxes which serve 
te focus attention upon and glamorize the high style women's shoes carried. Notice 
the recessed ceiling and the spot lights which surround the main fluorescent lighting. 


its design, a 


BALTIMORE, Mp.—The Gaxton Com- 
pany, a four-story specialty shop in 
business here for 17 years at 214 North 
Charles street, have officially opened 
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its first shoe salon. 

The new shoe department is located 
on the former site of the millinery de- 
partment on the third floor. 


is vividly dramatic in its displays and 
pleasingly modern in decor. 

Alan Benson, who is buyer for the 
department, reports that to date black 
suedes with touches of gold piping and 
underlay are moving well, and says he 
believes the public is steadily veering 
away from the sandalized effect in foot- 
wear. Gaxton’s salon carries shoes from 
$8.95 to $22.95. 





Florsheim Store Opens 
In Memphis 


MEMPHIS, TENN.—The new Flor- 
sheim Shoe Store for men has opened 
for business in the Byrd Building, cor- 
ner of Main and Madison. Its former 
location for many years was at Main 
and Union. 

According ,to Manager Carl Hess 
the store has the new all-glass visual 
type of front which provides a clear 
view of the interior of the store. All- 
glass doors also are used. Hess added 
that the store is displaying a new type 
of neon sign. The salon-type interior 
will conceal the stock. Walls are of 
reeded walnut design to give the ap- 
pearance of free-standing screens . 
rather than solid partitions. The ceiling 
is made up of “eggcrate” wood louvres 
The shop which conceal the fluorescent lighting. 
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Adjustable Draw String 
and Tassel 


Lined throughout with 
High Grade Electrified 
White Mouton Lamb 


COLORS: AMERICAN RED 


ROYAL BLUE 
SNOWWHITE 


Triple Coated Finish 


U. S. 


Originators and Sole Manufacturers 
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NU-LAM PRODUCTS CO. 


FOR QUALITY MERCHANDISE 


The Slipper That 
Has Outsold All Others 
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Patent No. 14228! 
Pat. 83 Folio 14792 


761 Metropolitan Avenue Brooklyn 11, N. Y. 


INFANT'S AND 
MISSES’ MOCCASINS 


Infants’ Sizes 5 to 8 
Misses’ Sizes 9 to 3 
Factory Packed: 36 prs. 
of a color to a case. 


Minimum Order Case 
Lots 











Joseph Siegel 

NEw YorkK.—Joseph Siegel, founder 
and chairman of Siegel & Fried, Inc., 
shoe retailers operating the National 
Shoe Stores in many sections of the 
metropolitan area, died recently in the 
Harkness Pavilion of the Columbia- 
Presbyterian Medical Center after a 
long illness. His age was 71. He re- 
sided at 305 West End Avenue. 

Arriving in this city from Russia 
at the age of 14, Mr. Siegel started 
as a cobbler and later engaged in the 
shoe auction and shoe findings busi- 
ness. Meanwhile, he opened several 
smal] retail stores, with nine of these 
as a nucleus, he founded a chain of 
stores, which now number seventy-five 
throughout New York, New Jersey and 
Connecticut. There also is one in 
Massachusetts. Local headquarters is 
at 11 Eighth Avenue. 

He leaves a widow, the former Sarah 
Feldman of New York; a daughter, 
Mrs. Louis Fried, and three sons, 
Irving, Mac and Fred, all of this city. 





L. Q. White 

Boston, Mass.—Loring Q. White, 
until his retirement several years ago 
one of the best known shoe manufac- 
turers on the South Shore, died recently 
at his home in Cohasset, Mass. 

He began his career as a shoe man 
in 1890, when he became associated 
with his uncle, Frank E. White, a 
Brockton shoe manufacturer, Fouryears 
later he was taken into partnership and 
placed in charge of sales. In 1903 he 
became president of the White-Dun- 
bar Shoe Company, which later was re- 
organized under the name of the L. Q. 
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White Company, with a large factory 
in Bridgewater, Mass. 

Mr. White is survived by his widow, 
Mrs. Arlene White; two sons, Frederic 
and William, and a daughter, Mrs. An- 
drew O. Miller. 





Mrs. Frank More 


San FrRaNncisco—Funeral rites were 
held last month for Mrs. Frank More, 
president of Frank More Shoes, 285 
Geary Street. Mrs. More died at the 
French Hospital where she was taken 
after suffering a stroke at her desk. 

’ Mrs. More has held the presidency 
of the shoe store since her husband’s 
death nine years ago. 

She was a native of Des Moines, 
Iowa, and came to San Francisco in 
1917. For many years she was Euro- 
pean buyer for Livingston Brothers, 
but retired from the business world 
upon her marriage to Frank More in 
1924, and only returned to active duties 
again after his death. 

Mrs. More is survived by three chil- 
dren, Master-Sergeant John Hoff, and 
two daughters, Mrs. Henry Wolf and 
Mrs. Frederic D. Slade, of San 
Francisco. 

The Frank More Shoe Shop will con- 
tinue under the direction of Mrs. 
More’s two sons-in-law, Wolf and 
Slade, and Miss Gladys Clark. 





John Henry Hall 


SEATTLE, WASH.—John Henry Hall, 
69, shoe salesman for 28 years for the 
Roberts, Johnson & Rand Shoe Com- 
pany of St. Louis, died recently here 
at his summer home on Fletcher Bay. 

A native of Walthourville, Ga., he 





had been a resident of Seattle for 22 
years. Long active in shoe associa- 
tional work, shoe salesmanship and shoe 
traveler societies, Mr. Hall was a mem- 
ber of the Pacific Northwest Shoe 
Travelers Association. 

He leaves a widow, two sons, Alfred 
and Carl, his mother, Mrs. Nathalia 
A. Hall, and his sister, Mrs. Alexine 
Scarlet. 


George Scalfaro 


East Syracuse, N. Y.— George 
Scalfaro, 56, proprietor of a shoe store 
here since 1917, died recently. He had 
been a resident of East Syracuse for 
31 years. 

Mr. Scalfaro is survived by 
widow, a son and a daughter. 


his 





Charles G. Smith 


MiILwavuKee—Charles G. Smith, re- 
tired wholesale dnd retail shoe mer- 
chant, died recently at his home, 738 N. 
37th Street. 

He was born in Chicago and came to 
Milwaukee six years ago, soon after he 
retired. He is survived by his widow, 
Luise, and a _ sister, Mrs. Walter 
Cooper, Glendale, Calif. 





Louis Siegel 

PORTLAND, Me. — Louis Siegel, 76, 
shoe store proprietor and well-known 
resident of this city, died last month. 
He was a native of Lithuania and came 
to this country in 1908. Before coming 
to Portland, he was engaged in the 
shoe business in Passaic, N. J. 

Survivors include one son and two 
grandchildren. 
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WITH THESE HIGH-CUTS FOR ALL PURPOSES! 


Our new, complete line of 
High-Cuts is designed to 
fulfill ALL your needs for 
long-wearing and comfort- 
able footwear. The two 
styles illustrated are typical 
of our wide selection. 
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Incorporate To Operate 
Shoe Store 


Derroir—Safety Shoe Service, Inc., 
is being incorporated at 2923 Carter 
Street to operate a shoe store with a 
capitalization of $12,500. The company 
is headed by Jack L. Walker, former 
shoeman, and two newcomers to the 
business, Stewart V. McQueen and Earl 
O. Smith. 


Install Shoe Salon 


CARROLLTON, GA.—A new shoe salon 
has been opened at Moore’s ladies’ 
ready-to-wear store on Alabama Street 
in Carrollton. Leonard Moore, owner 
of the store, announces that the new 
shoe department will be under the di- 
rect supervision of Jimmy Boatwright, 
manager of Boatwright and Thompson 
Shoe Store located just across the street 
from Moore’s. 

New rich carpets have been laid in 
the shoe salon and matching leather 
upholstered chairs have been installed. 





84 


Jarman Features 


Colorful Styles 


Spring Men’s Line Will Show 
More Color Than Ever Before, 
Following General Male 
Apparel Trend. 


NASHVILLE, TENN. — With women 
dropping the hemline of their dresses 
still more drastically for Spring, 1948, 
Jarman Shoe Company believes men 
should be raising the cuff lines of their 
trousers to show the colorful styles this 
firm will feature next season. 

More color is being injected into 
men’s footwear than at any other time 








“Brushed Buck" monk strap oxford ir all- 

over burgundy. Also in browa and blue; 

24 iron Rajah natural crepe rubber sole, 
Madison last. 


in the history of the shoe business. This 
seems to go along with the general 
trend toward more color in men’s cloth- 
ing, especially in the sports field. 

The outstanding styles from the new 
Spring 1948 Jarman line—from a color 
standpoint at any rate— will be the 
various numbers in “Brushed Buck,” ac- 
cording to Lyle Hammond, style direc- 
tor for Jarman. In addition to cover- 
ing the style picture as completely as it 


has ever been done for a Spring season, 
Jarman has added ventilated styles and 
mudguard, ghillie and monk strap styles 
in burgundy, blue and brown suede 
upper leathers. Some of these styles 
have 24-iron natural crepe rubber soles, 
making possible the selection of sport 
shoes for any type or color of ensemble 





Woven casual moccasin in amber veal, 
unlined vamp, flexible single leather sole, 
leather heel, moulded steel roller buckle 
for easy adjustment across instep; Box- 
wood last—a Jarman “Leisual™ style. 


from the “Brushed Buck” styles alone. 

Also high on Jarman’s featured list 
for Spring 1948 are several new woven 
patterns, among them a woven strap 
casual moccasin. Feeling that the 
woven types are going to be increas- 
ingly in demand for the coming season, 
Jarman will offer approximately a 
dozen different styles of this type o” 
footwear. 

Ventilated styles will be increasing 
popular, and Jarman has prepared fo. 
this trend with a number of styles, 
both bluchers and bals, tan and white, 
two-tone tans, all-over tans, and a num- 
ber of unusual combinations of bur- 
gundy and beige leathers. 





Store Has New Manager 


BROWNSVILLE, FLta.—C. B. McAllister 
ic the new buyer and manager of the 
Brownsville Shoe Store. 
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SALEABILITY Zico @ 


HERE IS THE QUICK EASY WAY 
TO TURN LOST TIME INTO 


Volume Profits!..... 










The myth that only men buy good 
shoe trees is exploded. Women will 
buy good shoe trees for every pair 
of shoes in their wardrobe. Just 
show them. 


Profit-wise shoe stores thruout 
the country are building goodwill 
and profits by showing Rochester 
Shoe Trees to every feminine cus- 
tomer. Their self-adjusting construc- 
tien and easy use appeal to women. 

Rochester Shoe Trees can be used 
in all types of footwear, including 
sling pumps and open toed shoes. 
The woman who buys your good 
shoes deserves this suggestion for 
their core. 

Write for facts and figures on this 
volume selling item—and how to 
sell women's shoe trees quickly. 





OCHESTER SHOE TREE CO. 


4. NEW YOR 


ROCHESTER 







































It’s not 


a Summert resort... 











Mr. and Mrs. Earl Kennedy, of Ander- 
son, Indiana, have bought a business 
property in Fairmount, Indiana, and are 
remodeling it preparatory to opening a 
new family shoe store around the first 
of November. The main floor of the 
structure will be used for an attractive 
store room for the shoes. The shoes 
will be in the popular-price range. 

* ¢ e 


W. W. Shorthill has been appointed 
as co-manager of the McKendrick Shoe 
Company, 124 South Main. He is presi- 
dent of the Executives Association and 
a member of Salt Lake Lodge No. 85 
BPOE. Mr. Shorthill will assist M. R. 
McKendrick, manager of the store. 

=’ s . 


James Harmon, formerly associated 
with the Ivey-Keith Company in Green- 
ville, S. C., has been named manager of 
the new Bomar Shoe Company in Spar- 
tanburg, S. C., which is scheduled to 
open soon. The store will handle wom- 
en’s and children’s shoes, bags and ho- 
siery. 

> o . 

Joseph Lustig, founder of Lustig’s in 
Youngstown, O., who recently cele- 
brated his 88th birthday, was a daily 
enthusiastic spectator at the games of 
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the Lustig Shoe Baseball team which 
won the city championship for the third 
consecutive year and will represent the 
city of Youngstown in the National 
Amateur Basebal] Federation Tourna- 
ment. 
> 7 > 
Allan Leshner, who was employed for 
16 years by Miles Shoes, two years by 
J. S. Raubh and two years by Levins 
Department Store, has opened the first 
unit of a planned chain of Cancellation 
Shoe Stores throughout New Jersey. 
Manager of the unit is Harry Dolsky, 
who was specially trained for the ven- 
ture. The store is a parlor type with 
concealed stock in the rear. 
7 . > 
Clarence W. Galloway has opened a 
shoe depariment in the new Hat Free- 
man’s clothing store in Spokane, Wash. 
Mr. Galloway has been employed at 
Hill’s and the Warn & Warn shoe stores 
and recently has been managing the 
Palace shoe departments. 
> 7 > 
William J. Haines, manager of the 
Endicott-Johnson Shoe Store in Leb- 
anon, Pa., has been selected chairman 
of the mercantile committee of the city. 
Mr. Haines is well known locally for 


About Shoe People 


the success of his promotions and mer- 
chandising efforts. 
e * se 
Ralph J. Rash has been appointed 
manager of the Cantilever Shoe Shop 
at 1717 Pacific street, Dallas, Texas, in 
the Medical Arts Building. 
- . . 


Jake L. Marx, who was engaged in 
the wholesale shoe business in Detroit 
50 years ago, celebrated his 88th birth- 
day September 11. 

. . + 

Mrs. Charles Thompson, owner and 
operator of Cook’s Bootery in the Fagan 
Arcade, in West Palm Beach, Fla., is 
taking an extended vacation trip 
through Indiana and into Texas. 

> > - 

Alexander L. Baris, president of the 
Baris Shoe Co., 79 Reade Street, New 
York City, was elected National Presi- 
dent of Tau Delta Phi fraternity at the 
37th Annual Convention recently con- 
cluded at the Hotel New Yorker. Mr. 
Baris is a member of Gamma Chapter. 
This is the second time that he was 
elected to the highest office in his fra- 
ternity. He held the same office in 1926, 
nine years after his graduation from 
New York University. 








Right at the potut of Sale 








: Adrian Shoe Sanitizer. 





YOU remove all surface fungi—bacteria—odors and moistures of previous try-ons. 

THINK what this means to your customer — what it means to your business — 
that customer will return to YOUR store the next time he buys shoes. 

FULL INFORMATION ON 


REQUEST 


-8. ADRIAN & sons 


‘ > 
petdseeted Decution 


> Sanitize with 


YOU look after your customer's foot health — directly before his eyes with the 


ADRIAN 
SHOE SANITIZER 











Makes any Shoe 
a Cowboy Boot 






Boots ster 


It’s novel but not 
@ novelty! Your 
customers will 


For Boys and Girls 


and you'll get a 
big boost in sales 
with this sensa- 
tional new item. 
Available in Red, 
White or Tan 
- « « four sizes 
- + « for ages 2 
to 10. Gift boxed 
ready for mail- 
ing. Immediate 















delivery. 


$1.50 


Retail 






Phone, Wire 
or Write 


Boot-ster Mfg. Co. 


CLARKSVILLE, TENNESSEE 








Will Remodel Building 
For Shoe Store 


ALHAMBRA, CALIF.—Contract has 
been awarded for remodeling a store 
building at 1 East Main Street, Al- 
hambra, for Leed’s Shoe Stores, of 553 
South Broadway, Los Angeles. 

Alterations and redecoration will in- 
clude mirrors, hardwood display coun- 
ters, shoe shelving, showcases, display 
windows, plate glass, flush ceiling spot- 
light and recessed fluorescent lighting. 
The job will cost $20,000. 





One of a number of new fashion shops in Filene's, Boston, in which the Louis 
Fitteenth period decor is used as a theme within a context of sophisticated modern 
interior design, the shoe salon is notable for the five arches of blond antiqued 
wood which separate it from the main salon and the unique display cases. 


Boston, Mass.—A modern interpre- 
tation of Louis Fifteenth decor is rep- 
resented in the design of the new 
French Shops in Filene’s here. The 
group of shops, which includes a shoe 
salon, fashion accessories salon and 
millinery salon as well as a main salon 
and fitting rooms, have been integrated 
into one harmoniously appointed whole, 
establishing a solid basis for coordina- 
tion of merchandise. 

Entrance to the French Shops is 
directly into the Main Salon, from 
which the shoe salon is on the right, 
the fashion accessories salon to the 
left and the millinery salon to the upper 


left. The three salons are separated. 

Five arches of blond antiqued wood 
form the entrance separating the shoe 
salon from the main salon. Display 
cases, modern in design, appear in two 
of the arches. The displays consists 
of large, light antiqued wooden frames 
set upon knee-high tables of a rich, 
dark green. As in the other salons, 
heavy chartreuse carpeting lies under- 
foot and period furnishings are em- 
ployed. Tier tables, with marble tops, 
dominate the center of the section. Two 
adjoining walls of the salon are a soft 
chartreuse that is reflected in the large, 
four-paneled mirror directly opposite. 





Marks 49th Anniversary 


HONESDALE, Pa.—The 49th anniver- 
sary of the Smith Shoe Store, here, is 
being observed this year, it was made 


known recently by Raymond A. Smith, 
son of the late Jacob H. Smith, founder 
of the firm. The Smith store has been 
at its present location, 613 Main Street, 
since 1918. 
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A CHOICE OF WIDTHS IN TAP SHOES! 


Boost your tap shoe sales by offering your customers a choice 
of widths! Prima quality features all over patent leather con- 
struction, aluminum toe taps included. Choice of black patent 











or white leather. 











Child's Sizes, 814 / 12, one width, $2.35 

Misses’ Sizes, 12'¢/3, A & C widths, $2.50 

Girls’ Sizes, 3!4 /9, AA & B widths, $2.75 
There is a service charge of 10¢ per pair on orders of 
less than 12 pairs. Terms: Net 30 days. 


CJrder fow/ 


PRIMA, Inc. 
166 N. 3rd St., Columbus 15, Ohio 








Seating Sets Off New Department 





Showing ¢ segment of the newly opened City of Paris children's department 
In San Francisco, Cal., in which the most novel feature is the ingeniously designed 
seats for parent and child. The seating arrangement avoids the confusion of two 
heights of chairs, set at a distance, and provides a three-cornered intimacy be- 
tween parent, child and sales clerk that helps to produce sales. 


San FRancisco—A new children’s 
shoe department has opened on the sec- 
ond floor of the City of Paris, Geary & 
Stocton streets, here. Frank Lucier is 
the manager in charge. Joe Mellott 
buys the shoes for this as well as other 
departments of the store. 
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The department is not only new, it is 
different; there is only one other like 
it in the country, the Lord & Taylor 
store in New York. 

Little miniature seats are elevated 
above the regular seat so mother may 
inspect baby’s shoes without almost 


standing on her head. The portion of 
the seat below baby’s feet is firm, but 
in between each baby seat is a comfort- 
able cushioned seat for mother, the 
whole being built out of bleached wood 
and covered with green leather. 

For older children there are match- 
ing benches, and for clerk streamlined 
matching stools. 

The department is staffed with chil- 
dren’s shoe specialists supplemented by 
an ex-ray for checking feet inside the 
shoes. 

Both Mr. Lucier and Mr. Mellot re- 
port much enthusiastic comment by the 
mothers. 


Modern Service Features 
New Children’s Department 


MIAMI, FLA.—A main feature of the 
new children’s floor at Hartley’s 144- 
154 Flagler street, here, the children’s 
shoe department incorporates a number 
of advanced techniques in fitting and 
selling. 

Platform fitting is employed for gait 
analysis, foot examination, size recheck, 
under the hand of the fitting supervisor, 
who also makes a final X-ray inspec- 
tion of the fit. 

To assure a continuous service to 
the customer, a fitting register is main- 
tained, with file cards listing foot size, 
last, posture and orthopedic corrections. 
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Wyman Announces 
Appointment 


BALTIMORE, Mp.—M. Richard Wyman, 
son of the late prominent Baltimore 
shoe man, Henry Wyman, who died 
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BRAND NEW! Children's 
FLYERS’ 
BOOTS 


Rubber heels. Al! 
leather soles and 


Protects YOUR foot health 








| uppers. 
SIZES 10-1 
This sign on your window means your best $ 60 
and lowest cost advertising. See page 86, atime 3. 
6 ee poirs te case SIZES 2-6 
‘erms: 2-10. Net 30 $4.65 


IMMEDIATE DELIVERY—Samples on Request 


RIO GRANDE IMPORTING CO. 
BROWNSVILLE, TEXAS 





RICHARD WYMAN 


i el eel 


SHOE CLEANERS 
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April 1 this year, has left Duke Uni- 
versity after three years of undergrad- 











uate study to assume his duties as vice- 






























A xX president of Wyman, Inc., one of Mary- a 
S e E E D 3 land’s largest shoe retailing chains. ROMEOS 
BRUSH The 20-year-old executive has de- - 
SUEDE clared that there will be no deviation 
Retail 25¢ of store policy and that business will be WN 
‘ere carried on in the same high tradition B R O totaling ROMEOS 
Combination mzintained by his father. mg hk ale —_s 
Rubber Bristle It was also revealed that George 
th Nei Mueller has been recently appointed a Coy o ey 
po . merchandise manager for Wyman’s re- #510: Men's, 
Rubber with | | tail shoe stores. Mr. Mueller comes from Sess: 6 to 12 
Beautiful Colored 24 Pr. to case 
Plastic Handles 
4 
Packed | Doz. ' 
In Display Carton 
& 
Price—$1.75 doz.—$19.20 gross 
ORDER THRU JOBBER OR DIRECT FROM 
S&M CHEMICAL CO. 
2900 S$. MICHIGAN CHICAGO 16, ILL. 























SKI BOOTS 


~~ ere 


PROFESSIONALLY STYLED 




















Lowenstein’s, of Memphis, Tenn., where 
he served as merchandise manager for 
7 years. Before that he was associated 
with the William Taylor Shoe Com- 
pany, of Cleveland, Ohio, Bonwit Teller, 
New York City, and J & T Cousins, 
New York City, and others during a 
period of 28 years in which he has been 
active in the footwear field. 

The Wyman chain, which has been 
operating since 1900, consists of six 
stores in the Baltimore area. The execu- 
tive staff of the main store is as fol- 


BARIS SELLS 


a 2 Se see 
Merchandise. Better for 


BARIS SHOE CO... om 
wOrth 2-5188-i 
79-81 Reade St., New York 7, hk. Y. 


Buy Savings Bonds 
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LADIES’ SIZES 3-9 
MEN'S SIZES 6!/9-12 





2/10 N/30 Send for Samples 


ARNOFF SHOE COMPANY 
































© A proved salesman? 


chandising other lines? 


ranks! [nterested? 


WRITE FOR 
AN_ INTERVIEW 
TO 





MR. SHOE MAN... 


Have You The Will To Succeed— 
In A BIGGER WAY? 


© Are you a bred-in-the-bone merchant? 
© Would you put the same push into mer- 


© Would you welcome a chance to join an 
organization famous for the way it ad- 
vances and rewards good men? 
© Where you'd have a chance to get 
A GENEROUS SHARE IN THE PROFITS 
YOU HELP TO PRODUCE? 


The J. C. PENNEY COMPANY 
can point to hundreds of profit-sharing store 
executives who have come up through the 


Personnel Department 
J. C. Penney Co., Inc. 
330 West 34th Street 
New York I, New York 


Even if you're not ready to make a change 


right now, WRITE ANYWAY! 















properly; 


today. 











Moke arch type soles contribute 
worthwhile, consistent profit with 


Write or wire requirements 
CATALOG ON REQUEST 
Lockstitch Construction 
STRONG ALL KID LINE 
10NG QuN Of SIZES 460 wIDTHS 
$5.00 TO $6.00 neraicens 


MONROE BROTHERS & COMPANY 


835 
PHILADELPHIA 










A SOUND SOURCE 
FoR ALL YOUR 









#870 


BLACK KID, FINGER 
GORE, 14/8 HEEL. 
SIZES 4-10, B, D, EEE. 
92/10'S 20¢ PR. EXTRA. 


ALL IN-STOCK ¥ 












STREET 
30, PA. 


worth 19TH 


ESTABLISHED 1817 








Philadelphia Shoe Group 
Holds Golf Outing October 3 


PHILADELPHIA, Pa.—The Fall Outing 
of the Philadelphia Shoe & Leather 
Golf Association will be held on Fri- 
day, October 3, at the North Hills Coun- 
try Club, North Hills, Pa., it has been 
announced by Clarence Heyde, secre- 
tary of the organization. 

The golf tournament starts at 1 P.M., 
it was announced, and a dinner and 
entertainment will be held from 7 P.M. 
until the close of the outing. 


N. Y. Shoe Club Holds Dinner 


October 7, as First Fall Event 


New York — The first of the Fall 
activities of the New York Shoe Club 
will be a Sport’s Dinner at the Hotel 
McAlpin on Tuesday, October 7, when 
several prominent figures in the base- 
ball world will be the speakers. The 
dinner, to be held at an as yet unspeci- 
fied time in the evening, will be stag, 
it was announced. 

It was also revealed that A. H. Plot- 
kin and all members of the board of 
the Shoe Club were reelected to office 
by a unanimous vote. Emmanuel M. 
Meyer was the only new board member 
elected. 

A new policy of the club, by which 
all events will take place in the eve- 
ning rather than the afternoon as here- 
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tofore, goes into effect with the Sport’s 
Dinner on October 7, Mr. Plotkin said 
in announcing the event. 


Michigan Shoe Retailers Will 
Have Social Suite at Shoe Fair 


Detroit—During the National Shoe 
Convention at Chicago, the Michigan 
Shoe Retailers Association and Detroit 
Retail Shoe Association will maintain 
a suite at the Congress Hotel Monday 
and Tuesday, Oct. 27 and 28, for all 
the Michigan men where they will be 








TUBERCULOSIS 





able to make their appointments, make 
telephone calls, etc. A cocktail party 
will be held in the suite on Monday 
night for all Michigan men and their 
friends. 

J. E. Wilson, of B. Siegel Co., dean 
of Michigan shoe men, will be in 
charge. The suite was donated by 
Coronet Polish. 


Manages Shoe Department 


CARLISLE, ARK.—Young’s Depart- 
ment Store has announced the appoint- 
ment of George Spellman, formerly of 
Paragould, as manager of the shoe de- 
partment. 


Buy Established Shoe Store 


HuTCHINSON, Kan.—Stone’s Shoe 
Store, 19 North Main, was sold recently 
to H. L. Simmons and T. H. West, of 
Wichita, Kan. Simmons and West op- 
erate several shoe stores in Kansas and 
Oklahoma. 

Stone’s Shoe Store is one of the old- 
est business firms here from the stand- 
point of continued service in the same 
location. It was originally operated 
under the name of Teare and Etzler, 
being opened about 1913. M. E. Stone, 
recent owner, purchased the store and 
has operated it for 15 years. 

The store will continue operation 
under the same name of The Bootery, 
with Elmer L. Lentz as manager. 
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\ 
Today’s 


PRIMEX 
SHOE FITTER 
can ol 
your aac 


PRIMEX with many new 
improvements is designed for two purposes—to assure 
foot health and to increase and speed up shoe sales. 
New X-Ray mechanism including 3-ray penetration 
for every foot thickness plus innovations in the cabinet 
itself—lower step, wider platform, compact size to 
save valuable floor space and new, modern style and 
beauty- make PRIMEX your most effective sales help. 
Shoe dealers everywhere say there is no comparison. 


YOUR BEST BET 
FOR GREATER 


SLIPPER prorits 


/ 







GERDA 


Slipper selling time is com- 

ing fast. Smart retailers 

throughout the nation are 

stocking up for those long 
plus 


Shoe Salesman 













winter months the 
Christmas season with fine 
slippers. Fectured here are 
new additions to the 


Men's of Wo- 

men's Natural 

Genuine Shear- 

ung Bootes. Hard Flexible 
Soles. Shearling 

Lined. 

9886 Men's Full Sizes, 6-12 


9885 Women's Full Sizes, 
“9 $2.75 


Exhibiting— 
HOTEL NEW YORKER, Room , 
1044, October Sth to th. 
NATIONAL SHOE FAIR. Room 
1452, HOTEL a at = 
cago, October 27, 


FOOTWEAR 


G E R D COMPANY INC. 


IMPORTERS © EXPORTERS 
158 DUANE STREET, NEW YORK 13, N. Y. 


Leather Uppers. 














For full particulars write 
oe B 


PRUNE "=== 


Shoe Production i in July Continued at a Low Level 


Chicago 3, Illinois 
WASHINGTON — Footwear output in 























July totaled 34 million pairs, approxi- Production 
mately the same as the production in m (thousand pairs) Percent 
> ind of Footwear — ‘i of 
June, according to the Bureau of the sania aca cahts Change 
Census, Department of Commerce. x. 2m eS 
Pairage shipments of shoes, sandals, — 
slippers, and other footwear yo SHOES AND SLIPPERS, TOTAL 33,810 34,131 -0.9 
exceeded production. The value of the . a g 
footwear shipped in July wes $124 anil. Shoes, sandals, and playshoes 30,819 31,343 FB 
lion, an average of $3.64 per pair. In YoNhy and bove' 22002000002. —- TSar 1495 19 
June, the average value per pair ship- Women's. . Saeed ot 14,725 15,089 “3 3 
ped was $3.78. Cc eS we so Ate 1/863 2°065 -9'8 
The output of shoes, sandals, and = fupm 222 2DTIIIIS 11006 953 15: 
playshoes for men and women, compris- 
ing 67 per cent of the footwear produc- {lippers for SUSEERT,.--+ 0+. 3.58 3.279 8-6 
tion in July, totaled 23 million pairs, Other footwear......................000055 175 215 18.6 











8 per cent under the June output. Foot- 
wear of these kinds for youths, boys, 
misses, and babies totaled 5 million 
pairs, 7 per cent more than the produc- 
tion in June. Children’s and infants’ 
shoes, sandals, and playshoes produced 


Minus sign (—) denotes decrease. 
The above figures were compiled from reports received from 1,190 _ - More 


detailed data or. shoe and slipper production and shipments will appear in “Facts for 
Industry” Series M68A-77, which will be released shortly. 





lies to Chicago. Arrangements are now 


in July totaled 3 million pairs, 7 per 
cent under the June output. 

Slippers for housewear and athletic 
shoes produced in July showed increased 
output of 10 per cent and 2 per cent, 
respectively, in comparison with June 
production. 

Comparative production figures for 
July and June and the per cent of 
change are shown in the following sum- 
mary: 
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Detroit Retailers Plan Large 
Delegation To Shoe Fair 


Detroir—Plans for a complete dele- 
gation of local shoe men to the Na- 
tional Shoe Fair in Chicago are being 
made by the Detroit Retail Dealers 
Association. 

The Detroit group has already re- 
served two Pullman cars, including a 
club car, to take its members and fami- 


being made by Sam Plotler of the Origi- 
nal Sample Shop. 


Open Juvenile Shop 
In Miami 

MIAMI, Fia—Opening of the Peter 
Piper Children’s Center at 28 N. Miami 
Avenue has provided another juvenile 
shoe shop for the community. 
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Westport 


is the big new name in 





Westport 


is a big line 





styled for a big market... 


But the biggest thing about 


Westport... 


its a Brown line 


/f you'd like to*Go with Westport’ write for fall details of this new 
Brown line, to Westport Division, Brown Shoe Company, St. Louis. 

















New plan 


broadens opportunity 


for regular 


Savings Bond buying 


The Treasury Department 
and the banks of America 
are making it possible for 
people not on the Payroll 
Savings Plan to purchase 
Bonds monthly on an “au- 
tomatic” arrangement with 
their banks. This program 
is intended for self-em- 
ployed people and others 
to whom the advantages of 
Payroll Savings are not 
available. 


Support this new cam- 
paign by devoting some of 
your advertising space to 
the “Buy Where You 


Bank” plan. 











>= 


that will do the most 
FOR YOUR STORE 


1, Feature a “sure-seller”—U. S. Savings Bonds. 


2. Give it a dramatic headline—This is easy, because Bonds are such 
a good buy. They pay $4 at maturity for every $3 invested! 


3. Tell all the facts clearly—Bonds pay a high cash profit. Bonds are 
as safe as U. S. currency. The purchase of Bonds builds security for 
the individual and for the nation. People can buy Bonds regularly ona 
convenient, “automatic” basis through the Payroll Savings Plan w here 
they work, or, if they’re self-employed, through their banks. 


YOUR STORE BENEFITS every time you run an ad on Savings Bonds, 
because people respect the store that does a public service. No other 
type of ad can win your store more prestige and good will. 


You'll benefit your store, your community, and your country by devot- 
ing a generous portion of your advertising schedule to Savi ings Bonds. 
If you wish to run the official Savings Bonds ads that have been prepared 
for retail stores, you can obtain mats by contacting | your State Director 
of the Treasury Department's Savings Bonds Division. He can also help 
you build up your own Payroll Savings Plan—the plan that brings a 
feeling of extra security to your employees . . . enables them to be hap- 
pier, more efficient workers. 


The Treasury Department acknowledges with appreciation the publication of this message by 
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This is am official U. S. Treasury advertisement prepared under the suspices of the Treasury Department and The Advertising Council. 
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Mrs. Henry Wyman, president, 


lews: 
Laurence Abrams and M. Richard Wy- 


man, vice-presidents, David Trager, 
buyer of women’s shoes; Frank Angert, 
buyer of men’s, children’s and growing 
girls’ shoes, Katherine Driscoll, infants’ 
and children’s clothing, and George 
Mueller, merchandise manager. 





Wise Shoe Stores 
Add New Units 


New YorkK—Lawrence A. Schoen, 
vice-president of Wise Shoe Stores, Inc., 
229 Fourth Avenue, has announced the 
opening of a new Wise unit at 4 South 
Broad Street, Trenton, N. J., as well as 
two new leased departments, one in 
Caplan’s Apparel Shop, 208 Market 
Street, Harrisburg, Pa., and another at 
Stahler’s Shoe Store at 1072 Bergen 
Street, Newark, N. J. 

In addition to the above, locations in 
Elizabeth, N. J.; Atlanta, Ga.; Fort 
Lauderdale, Fla., and additiona! units 
for the metropolitan Detroit, Mich., 
area are under consideration. 

The Trenton unit, which is directly 
operated by Wise Shoe Stores, Inc., is 
managed by Leonard Dudick. 

The store features a specially de- 
signed and merchandised teen-age sec- 
tion, with juke box, free cokes, free 
pin-ups of movie and radio favorites. 
This store is being intensively promoted 
through a 15-minute daily “disc-jockey” 
program on radio station WTTM, with 
special emphasis on a teen appeal. 





Look for First 
Air-Conditioned Shoe Store 


Cuicaco—Which was the first air- 
conditioned shoe store in the country? 

This question is being asked by the 
Refrigeration Equipment Manufactur- 
ers Association, which is seeking to dis- 
cover and recognize the first establish- 
ments in the United States to have 
adopted air conditioning. The associa- 
tion is compiling the early history of 
the industry and awarding scrolls to the 
first users of mechanical refrigeration 
for comfort air conditioning, recogniz- 
ing them as pioneers. 

Shoe store owners who installed air 
conditioning systems early and believe 
they may have pioneered, should con- 
tact REMA, care of Theodore R. Sills 
& Co., 39 S. La Salle Street, Chicago 
8, Ill. The association will want the 
data and extent of installation and a 
brief description.of the type of equip- 
ment. 





New Shoe Shop Specializes 
In Large Size, Style Shoes 
DetTroiT—A new downtown shop has 
just been opened on the 7th floor of the 
19 Clifford Street Building by Kile 
Shoes, Inc. 
The store is of the salon type and is 
devoted entirely to women’s larger 
sizes in high styles. This is one of the 
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Illustrated : 
AnkleHi Tu - Toe. 
Standard and Zephyr 
style Fairy Forms. 
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NATIONAL SHOE FAIR 
Booth 43, Palmer House 


for Shoe and Hosiery Display 


These new Fairy Forms, fabricated from material 
manufactured in the Shoe Form plant, are smoother, 
stronger, more attractive in appearance. 


} 
| And most important, they eliminate the fire hazards 
| that are always present with cellulose nitrate items. 


Be sure to see this important new development in ef- 
fective. safe shoe and hosiery display. 


SHOE FORM CO. 





first stores in this territory to operate 
exclusively in this field. Sizes ranging 
from 8% to 12 only will be carried 
with price ranging from $12.95 to $20. 

The decor includes comfortable plush 
chairs and the interior is designed 
strictly as a specialty shop. A large 
display window on the Clifford Street 
side, street level, serves to invite cus- 
tomers upstairs. 

The firm is headed by Thomas E. 
Kile, who has been in the shoe business 
in Detroit for the past 18 years, origi- 
nally with Fyfes, Siegels and other 
leading downtown stores. He opened 
the Petite Boot Shop a few years ago 


INC., AUBURN, N.Y. 


but closed it during the war when he 
went into the Army. Alfred W. Pay- 
son, Detroit industrialist, is associated 
with him in the company. 





Salon Opening in 
Jacksonville, Fla. 


JACKSONVILLE, FLa.—Holiday’s, a 
new store handling fine shoes for wo- 
men, has been opened at 22 West For- 
syth Street. Accessories will also be 
handled. Milton Love, formerly of 
Kansas City and experienced in the shoe 
business, is manager. 
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ROMEOS 





.- another PILOT 


SUPER - VALUE 
kk 


MEN’S 
ROMEOS 


NEW LOW PRICE 


$9.50 


Immediate 
Delivery 


Genuine smooth tid leather, fully 
formed and lasted. Fiexible street 
weor, clear leather soles. Non-mark- 
i rubber heels, Live elastic gore, 
Clean workmanship, top grade stitch 
down construct Block or brown. 
ANY SIZE FROM. 6 fo 12. Including 
Holf Sizes. 


#9532 Tan Kid Romeos 
#9532 B. Black Kid 


The 
PILOT SHOE CO. 


31 Hopkias Piece 
Baltimore 1, Md. 
Honest-made since |899 


SHANE SHOE CO. INC. 


76 Reade St., New York 7 
COrtiand | 4709 








Abbey Hirschfield, Prominent 
In Shoe Findings Field, Dies 


Boston, Mass.—Abbey Hirschfield, 
sales manager of the shoe findings di- 
vision of the Biltrite Rubber Company 
and the Panther Panco Rubber Mfg. 





ABBEY HIRSCHFIELD 


Co., passed away after a brief illness 
at the Phillips House, Boston, on Sep- 
tember 9th. 

Born in Montreal, Quebec, in 1901, 
Mr. Hirschfield moved to Trenton, N. J., 
with his family at the age of 18. He 
joined the organization with which he 
was so long associated in 1923 and be- 
came sales manager in 1932. Shortly 
thereafter, when the shoe findings 
business reached the depth of the de- 
pression, he offset the trend by intro- 
ducing and designing the Biltrite rub- 
ber heel. 

Mr. Hirschfield was long a prominent 
figure in the leather and findings in- 
dustry. He travelled the field widely 
and was known and respected by shoe 
men everywhere. 

He leaves his widow, Mary, daughter 
of the late Frank Bernstein, his mother, 
Jane, and two sisters, Ethel Hirschfield 
and Alice Goldstein. 





Extend Production 


In 49th Year 


New York — Manufacturers of fine 
shoes for more than 48 years, Julius 
Altschul, Inc., has announced plans for 
greater expansion to step up produc- 
tion. 

.To meet demand, the newest and most 
modern machinery possible is being in- 
stalled in the Brooklyn factory to fa- 
cilitate a peak production schedule. 

Julius Altschul and his sons, Jerome 
and Stephen, in the 49th year of the 
firm’s history of shoe manufacturing, 
look to the future with optimism. 
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Genuine VOLCO 
BOWLING 
OXFORDS & SHOES 





A-160 Women's Black 
Oxford, Rt. Hand, $3.70 pr. 


A-170 Women's Black 
Oxford, Left Hand, $3.70 pr. 


A 180 Men's Black 
Oxford, Rt. Hand, $4.20 pr. 


_ A-190 Men's Black 
Oxford, Left Hand, $4.20 pr. 


Prices subject te change without notice. 
P. H. VOLK & Co. 


2-4 W. Lombard St. Baltimore, Md. 
Wholesale Distributors 





6 ee 


SHOE SANITIZER 
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This sign on your window means increased 
sales. See page 86, and see why. 








WORK SHOES 








| Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 


Union Made 


GOODWILL SHOE COMPANY 
Hollistos, Mossechesetts 
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Named Sales and Ad Manager 
For C. A. Eaton 


Boston, Mass.— Charles C. Eaton, 
Jr., president of the C. A. Eaton Shoe 
Company of Brockton, has announced 
the appointment of Richard M. Jones as 





RICHARD M. JONES 


sales and advertising manager in 
charge of all merchandising of Etonic 
Shoes. 

Mr. Jones comes to the Eaton Com- 
pany from Jarman Shoe Company, Di- 
vision of General Shoe Corporation. In 
this previous affiliation, Mr. Jones 
served as sales promotion and merchan- 
dising manager for the men’s and boys’ 
divisions at Nashville, Tennessee. More 
recently he has served as the Jarman 
New England sales representative, a 

ge which brought Mr. Jones back 
is home territory. 

Prior to leaving New England, Mr. 
Jones was in charge of the advertising 
and window display departments of the 
Regal Shoe Company of Whitman, 
Mass. His home is in Pembroke, Mass. 


Elect New Officers 
Of N. Y. Younger Shoe Men 


New YorkK—Howard Fox, secretary 
of the Fox Shoe Manufacturing Corpo- 
ration, was elected president of the 
New York Association of Younger Shoe 
Men, at a dinner and annual election of 
officers held recently in the Hotel New 
Yorker. Mr. Fox succeeds David Ster- 
ling, president of the Sterling Last Cor- 
poration, who automatically becomes 
chairman of the board and member ex 
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officio of each of the working commit- 
tees. 

The meeting, which was the first of 
the new 1947-1948 season, heard Mr. 
Fox re-state the basic endeavor of the 
association to maintain the position of 
New York as a style and quality shoe 
manufacturing center through the un- 
derstanding of all phases of the indus- 
try by its future leaders and execu- 
tives. Mr. Fox said the organization 
would continue this year to implement 
its aims with a series of talks by out- 
standing figures in the shoe and fashion 
industries. 

A formulative discussion was held 
during the meeting on plans to enlarge 
the membership of the association in 
the near future. 

Other officers elected during the meet- 
ing were: Ted Palter, of Palter-DeLiso, 
vice-president; Leon Howard, of Royal 
Footwear, Inc., executive secretary; and 
Vincent Guida, of Guida Woodheel 
Company, treasurer. 

Appointed members of the executive 
committee were: Jules Gordon, Palizzio, 
Inc.; Murray Delman, Delman, Inc.; 
Jerry Pankin, Schwartz & Benjamin; 
Howard Samburg, L. Bamberger, New- 
ark, N. J.; Dick Sachar, M. Wolf & 
Sons; Lester Rosenbloom, Modiste, 
Inc.; Charles Koplin, Palizzio, Inc.; and 
George Turiansky, Avon Shoe Com- 
pany. 





W. L. Douglas Wins Award 
For Best Annual Report 


Boston, Mass.—The 1946 annual re- 
port of W. L. Douglas Shoe Company 
was judged as the best of the Shoe 
and Leather Industry in the final con- 
siderations of the Independent Board of 
Judges in the “Financial World” An- 
nual Report Survey. 

The bronze “Oscar of Industry” tro- 
phy will be formally presented to 
Joseph W. Bartlett, president of the 
company, at the Annual Report Awards 
Banquet by Weston Smith in the Grand 
Ballroom of the Hotel Pennsylvania in 
New York on Friday, October 10th. 

In this industrial classification, Gen- 
eral Shoe Corporation was runner-up 
for the “Best of Industry” award, 
while G. R. Kinney Company, Inc. came 
in third. A year ago General Shoe 
Corporation won the oscar for the best 
1945 annual report. 





Road Salesman 
by JAMES J. METCALFE 


(From the St. Louis Globe-Democrat) 


He has to travel day and night .. . Te 
ecra his loaf of bread . .. And take « 
chence that he will have ... A plece te 
rest his head . . . His business is te coll 
upon ... The merchants low and high... 
Aad try to sell the ones whe think .. . 
They do not want to buy .. . His bags 
cre filied with samples and .. . The ods 
that he displays . . . Te introduce his 
product end... To catch the buyer's 
gaze . .. Some people think that ail he 
does ... is roam around for fun .. . But 
actually he has a job .. . And tries te get 
it done. . . And while he may be happy 
end... Content at times to room... 
He usually is lonely and . . . He longs to 
be back home. 





Appointed Salesman 
For Gerberich-Payne 


PHILADELPHIA, Pa.—Walter P. Pal- 
mer has been appointed a sales repre- 
sentative for the Gerberich-Payne Shoe 
Company, to succeed the late E. M. 





WALTER P. PALMER 


Scattergood, it was announced recently. 
Mr. Palmer will cover Southern New 
Jersey and the metropolitan area of 
Philadelphia, including Coatesville and 
Pottstown sectors. 

Mr. Palmer, who has been active in 
the shoe business for 23 years, was 
formerly associated with Laird, Scho- 
ber & Company, J. Edwards & Com- 
pany, and Yankee Shoemakers. 








San Loo Plans To Realign 
And Enlarge Sales Staff 


St. Louris—Due to increased produc- 
tion, San Loo, Inc., plans a split up of 
teritories early this Fall and the en- 
largement of its sales staff. 

Newest current addition to the firm’s 
staff is Aaron Seigel, who will travel 
the southern territory, including Texas, 
Oklahoma, Arkansas, Kansas, Louisi- 
ana, Mississippi, Georgia, Tennessee, 
Alabama, North and South Carolina 
and Florida. Mr. Seigel formerly rep- 
resented the Milius Shoe Co. for an 
approximate 15-year period. 





Public Relations Service Set 
Up By St. Louis Manufacturers 


St. Lovis—James S. Legg, presi- 
dent of the St. Louis Shoe Manufactur- 
ers’ Association, has made known that 
the association has established a public 
relations service for the purpose of 
making available to shoe buyers, maga- 
zines, newspapers and radio editors 
facts on fashion trends in St. Louis 
made footwear. 

“St. Louis is growing in prominence 
in the nation’s shoe industry,” Mr. 
Legg said recently, “and last year more 
shoe buyers patronized the St. Louis 
market than at any other time in the 
city’s history. This, combined with the 
increased interest of fashion editors in 
the activities of the St. Louis shoe 
market prompted the establishment of 
this public relations service.” 

Frank Block and Associates, Public 
Relations Counsel of St. Louis, has 
been retained to plan and execute the 
new program. According to Mr. Legg, 
market analysis, customer opinion polls 
and fashion research will be carried 
out by this organization. 

Commenting on the recent figures re- 
leased by the Department of Commerce 
which showed that much of the na- 
tion’s shoe production had shifted to 
the St. Louis area in the last two dec- 
ades Mr. Legg said, “This shift . . . can 
be traced to our consistent production 
of quality shoes that are ‘in style.’ 
Because St. Louis is rapidly becoming 
an authoritative shoe style center, a 
greater responsibility has been placed 
on us. Not only must we train more 
designers, we must also establish rapid 
communication with the network of 
fashion writers and commentators who 
are looking to us for forecast infor- 
mation.” 


Calling attention to the one-stop 
aspect of the St. Louis market, Mr. 
Legg added, *Buyers want to cut down 
their traveling time. They now know 
that St. Louis is the one city where 
they can buy all types of footwear on 
single visit. Unlike houses in many 
cities, St. Louis manufacturers are no 
longer limited to particular types of 
shoes. Just how varied the lines are, 
and how wide the choice, is information 
which buyers desperately need.” 
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L. V. Marks Expand Sales 
And Service Department 


CINCINNATI, O.—The L. V. Marks & 
Sons Company has announced the ex- 
pansion of its sales and service depart- 
ment, with the addition of Kirt Klopp, 





KIRT KLOPP 


of Cincinnati and Victor H. Smith of 
Reading, Pa. The Marks Company is 
resuming its successful shoe fitting 
demonstration program, which had 
grown to large proportions but was in- 
terrupted by the war. Both Klopp and 
Smith have extensive retail back- 
grounds, and training which fits them 
for the demonstration program. 





VICTOR H. SMITH 


Mr. Smith, who makes his home at 
2706 Filbert Avenue, Reading, Pa., has 
managed retail shoe departments for 
22 years. He has specialized in the fit- 
ting of corrective footwear. 

Mr. Klopp, whose home is at 49 Dixie 
Highway, Erlanger, Kentucky, has had 
20 years’ of experience in the retail 
shoe business, a good part of it with the 
Nisley Division of the G. Edwin Smith 
Company, and leading department 
stores. He is a graduate of Transyl- 
vania University, where he played var- 
sity football and baseball. During the 
war, he taught shoe salesmen under the 
government program of replacement 

training. 


Shoe Pattern Group 
Elects Officers 


Boston, Mass.— The Shoe Pattern 
Mfrs. Association, Eastern Division, 
held its first annual meeting and lunch- 
eon at the Waldorf in New York early 
last month. 

Irving R. Glass, Executive Vice Pres- 
ident of Tanners’ Council, spoke on the 
value of trade associations and describ- 
ed the services furnished to all indus- 
tries serving the shoe trade by the Tan- 
ners’ Council Associates in handling 
problems of its members involving cred- 
itor bankruptcies. 

The following officers and directors 
were elected: president, Lawrence J. 
Ewing, Lawrence J. Ewing Co., Haver- 
hill, Mass.; vice-president, Charles Mar- 
tin, Charles Martin Pattern Co., Brock- 
ton, Mass.; secretary, Aime DeLangle, 
United Shoe Pattern Co., Boston, Mass.; 
treasurer, C. S. Rudberg, C. S. Rud- 
berg Co., Boston, Mass.; directors: 
Richard C. Bertsch, Adam Bertsch Co., 
Rochester, N. Y.; Norman I. Blanchard, 
F. E. Blanchard Co., Columbus, Ohio; 
Leroy Herron, Quality Pattern Co., 
Boston, Mass.; Walter Michiels, D. D. 
Noonan Pattern Co., Manchester, N. H.; 
Marion L. Preble, F. L. Foster, Inc., 
Auburn, Maine; Walter J. Robinson, 
Walter J. Robinson Co., Brooklyn, 
N. Y.; Ray A. Stevens of The Guild 
Associates, Boston, executive secretary. 





English Hide Broker To 
Arrive In U. S. On Tour 


New York—Stanley Morris, presi- 
dent of George Morris & Son, Ltd., 
tanners, hide and skin brokers of 
Northampton, England, will arrive in 
the United States aboard the “S.S. 
Mauretania” on Oct. 20, it has been 
revealed. 

Mr. Morris, who served on the Brit- 
ish Leather Trade Board during World 
War II, is considered an authority of 
leather and skins. He recently returned 
from a survey of markets in Austra- 
lia, India and Europe. 

While in New York, Mr. Morris will 
reside at The Plaza, Fifth Avenue and 
Central Park South. The United States 
representatives of George Morris & Son 
is the Groedel Leather Corporation, 
here. 


Edwin Clapp Salesmen Meet 


East WEYMOUTH, Mass.—Salesmen 
of Edwin Clapp & Son, Inc., met re- 
cently at the company’s factory here 
for informal sales conference and to 
acquire their Spring line of samples. 

Among the salesmen present were 
Forde Johnsen, Pacific Coast; Bill 
Billet, Southwest; Dave Drinkwater, 
Midwest; Sumner Chandler, New En- 
gland; and Joe Severance, Southeast. 
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IN STOCK 
FOR PROMPT 

DELIVERY 
J. M. CONNELL 


SHOE CO. 
South Braintree 





Pacific Coast Distributor 
Martial Lee Shee Co. J 
Les Angeles, Calif. 





MEN'S CLOGS & SANDALS | 
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STYLE TWINS 
CLOGS 
95¢ 





SANDALS $1-'° Pos wv. 


® Patented Molded Process 

® Stretchy Fine Quality Rubber 

@ Smart Dull Finish 

* Tailored Fit Assured | 

®@ Soilproof-Washable Throughout 

Packed 24 pairs to case, Assorted or 
Solid Sizes Small, Medium & Large 








MARATHON SPORTING SHOE CO... INC 
116 Duane St.. New York 7, N.Y 
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O’Connor Made Director 
Of Compo Shoe Machinery 


Boston, Mass. — Compo Shoe Ma- 
chinery Corporation has announced the 
appointment of John O’Connor, Jr., to 
its board of directors. 





JOHN O'CONNOR, JR. 


Mr. O’Connor is the son of the late 
John O’Connor, co-founder of O’Connor 


& Goldberg, who operate a large num- | 


ber of ladies’ and men’s retail shoe 
stores in and around Chicago. Mr. 
O’Connor, Jr., succeeded to the presi- 
dency of O’Connor & Goldberg on the 
death of his father in 1945. He has 
also followed his father’s footsteps in 
his appointment to the Board of Direc- 
tors at Compo. 

Mr. O’Connor, Sr., one of the pioneers 
of Compo, formerly served on the ex- 


ecutive board and the board of directors | 


up to the time of his death. 

Mr. O’Connor, Jr., has a: thorough 
knowledge of the shoe business, hav- 
ing been connected with O’Connor & 
Goldberg since his college days, and 
is now a well known figure to the re- 
tail shoe trade. 


Represents Two Firms On 


West Coast 


New York—Murray Geller has been 
made West Coast representative of the 


Mel Preston Shoe Corporation and of | 


Algy Shoes, Inc., it was announced re- 


cently. 


Mr. Geller will temporarily locate his | 


office at 354 North Camden Drive, Bev- 
erly Hills, Cal. His permanent ad- 
dress will be made known at a later 
date. 





Edison Brothers August 
Sales Edge Previous Year 


Str. Lours—Edison Brothers Stores, 
Inc. consolidated net sales amounted to 
$5,460,980 for the month of August. 
This compares with $5,420,786 for Au- 
gust, 1946, an increase of $40,194 or 
-74 per cent. 
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~~ HUNTING BOOTS 


~~ rere 


© Full Grain Eskimo 
Calf 
© Oil Treated Uppers 
® Moccasin Toe 
® Double Lecther Soles 
© Klondike Eyelets 
NO HOOKS 
® Rawhide Laces 
© Steel Shank Support 
Sizes 6'/2-12 
12” Height 
$7.65 


16" Height 
$8.35 


Send for Samples 











No. 2912 
Terms: 2/10 N/30 


ARNOFF SHOE COMPANY 


| 
| 
| 
| 





OFFICE COATS 


_— 


OFFICE COATS 


Office and Shop 
Coats in All 
Fabrics and Colors. 












Also 


Legion and 
Auxiliary Uniforms 


. 


HARRY L. De BRIN UNIFORM CO. 
148 E. 33 ST., LE 2-7052, N.Y. 16, N.Y. 














MEN'S SHOES 








©. Covciss Fence CO BROCKTON Ss mass 


New York Odes 568-510 Marbenige Big. New York | NY 
‘Wes: Cons: OGhors, 401-402 Hass Bldg. Los Angeies | 4 Call 
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“GLAMORIZERS” 


by ACE BOWS — 





No. 201 


PINKED ROLLED BOW 


Silver or Gold Center. Made in Black, Brown, 
Navy, Green, Wine Suede; also Black, Brown, 
Navy, Wine Calf. immediate Delivery. 


$6.00 per dozen Terms: 2% 10 days 


All bows with clips. Samples of other styles 
on request. 


ACE BOWS, INC. 
212 20th Street Brooklyn 32, N. Y. 




















JUNIOR COWPUNCHERS 
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Authentic Western Styling 


*® Goodyear Welts 

® Choice Elk Uppers 
© Fancy Cutouts 

© Leather Linings 

© Welted Side Seams 
© Colorful Stitching 













Sizes 
8Y2-11 ..$5.50 | 
1WYa-2¥2 5.75 | 
No. 4502 Black 
No. 4500 Brown & | 

Beige Combina- 
No. 450! Brown tions 
MARATHON SPORTING SHOE 


16 Duane St., New York 7 


. 
cts YOUR foot health 


~ ” ® 
Prote 


This sign on your window means new patrons 
in your store. See page 86, and see why. 
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Dissolve Milius Shoe Company 
Because of Uncertain Future 


Sr. Lovis—Uncertainties such as the 
cost of raw materials and labor which 
are clouding the future of the shoe in- 
dustry were cited by William S. Mil- 
ius recently as being the determining 
factors leading to the decision of the 
Milius Shoe Company’s board of direc- 
tors to dispose of their factories and 
withdraw from the shoe business. Esti- 
mated sales volume last year of the 
Milius Co., of which Mr. Milius is 
president, was $6,000,000. 

In addition to the factors of inflated 
materials and high cost of labor, Mr. 
Milius also mentioned the necessity for 
buying materials far in advance and 
the scarcity of skilled shoe workers be- 
ing reasons for his withdrawal from 
shoe manufacturing. Also cited, though 
more from a long range viewpoint than 
an immediate reason, were complexi- 
ties and intricate problems of current 
inheritance laws. 

The Milius Shoe Co. was founded in 
1923 by Mr. Milius and his father, the 
late George W. Milius and in its pre- 
war peak year, 1941, the firm manu- 
factured 2,300,000 pairs of novelty 
women’s shoes with a payroll of ap- 
proximately 2,000 shoe workers. Last 
year the Milius Co. had one of its most 
profitable years, making a total of 
about 1,600,000 pairs of shoes, a status 
of business which has continued 
throughout the first part of this year. 
Thus, as Mr. Milius pointed out, the 
uncertainty of the future and not the 
present status of business, was the 
primary motivation behind the move to 
withdraw. 

Currently the Milius Shoe Co. em- 
ploys about 1,000 persons in its three 
plants, two in St. Louis and the other 
in Festus, Mo. Mr. Milius further 
stated that before the war his firm 
was able to keep costs low enough to 
produce low cost quality shoes but that 
present costs prevented the company 
from following this policy. 

Mr. Milius, who twice served as 
president of the St. Louis Shoe Manu- 
facturers’ Association, pointed out that 
his withdrawal from shoe manufactur- 
ing did not indicate his retirement from 
business but rather a decision to make 
an entry into some other line of en- 
deavor. He added that his company 
would sell as much of its property as 
it was able and liquidate the remainder, 
an operation which is expected to take 
about six weeks or more, during which 
time the firm will continue to operate. 





Trade Shocked by Death 
Of “Gus” Williams 


Boston—Augustus Q. Williams, vice- 
president and director of both the man- 
ufacturing and retail divisicns of 
French, Shriner & Urner, died of a 
heart attack September 15 in his office 





at the company’s new factory at 443 
Albany Street, here. 

Affectionately known as “Gus” by 
his host of friends and acquaintances, 
Mr. Williams was recognized in the 
industry as one of the country’s most 
expert better-grade shoemakers 

Mr. Williams was born in Weymouth, 
Massachusetts, September 23, 1887. 
After attending the public schools 
there, he became briefly associated with 
Wanamaker’s in Boston and the Ed- 
win Clapp Shoe Company in Weymouth. 

In 1904, at the age of seventeen, he 
entered the employ of French, Shriner 
& Urner as a shoeworker, serving the 
company continuously for 43 years, suc- 
cessively as assistant foreman, fore- 
man, assistant superintendent, super- 
intendent, and vice-president and direc- 
tor. 

He is survived by his widow, Mary 
Florence Williams; a brother, Harry 
Williams; and a sister, Mrs. James H. 
O’Connor of East Weymouth, Massa- 
chusetts. 


Rhea Nichols Reports 
European Shoe Style Trends 


New YorK — Recently returned 
from five weeks in France and Italy 
where she viewed Paris collections, vis- 
ited shoe centers and studied fashion 
trends, Miss Rhea Nichols, promotion 
and style director for Allied Kid Com- 
pany, reports on the wonderful way in 
which the creative artists of these 
countries are working to produce fine 
designs, beautiful fabrics and new ideas 
in accessories. This they are doing, she 
says, despite shortages of materials and 
financial difficulties, both for the 
pleasure of creating and in order to 
help their respective countries regain 
their economic footing. 

In Italy, she reports, shoes are par- 
ticularly important at the resorts where 
the trend in abbreviated swimming and 
beach costumes is popular. Most of 
these beach and casual shoes consist of 
only a series of straps, cunningly 
manipulated with an artisan’s feeling 
for detail. Nearly all of these sandals 
are of kidskin, in white and pastel 
colors. So, too, are the gold shoes 
which flash on feet from morning to 
night at all the European resorts. They 
are worn, not only with brief swimsuits 
and with tailored pedal-pushers or jum- 
pers, but also with afternoon clothes. 

Shoes for the city, contrasted with 
the resort sandal, are studiedly simple 
although intricate in cut and detailing. 
They are smartest in a chocolate shade 
of brown, the most formidable rival to 
black; a green somewhat brighter than 
is usual for city wear and a brown 
wine. While shoes and handbags are 
frequently related in color or material, 
they most often do not match. Fashion 
and color information gather on Miss 
Nichols’ trip are to be used in assem- 
bling the Allied Kid Company line for 
Fall 1948. 
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xOG «WE SELL +E 
S QUALITY SHOES 


BELOW CURRENT PRICES 


M. K. WEIL SHOE CO. < | 
é, Whi in Town Se, We | 
Ae34 Leena RSD 


PLASTIC SHOE FORMS 











Catelog. 
LYONS & COMPANY 
120 Duane St., Mew York 7, M. ¥. 
QUALITY SHOE STORE SUPPLIES SINCE 1900 

















ICE SKATES 
eal 
FIGURE and HOCKEY OUTFITS 
Men's, Women's, Children's ; | ie | 
je 


ICE SKATES 

12 Styles IN STOCK le: ' 

Available 
from 


$5.10 
and up 





Send for Catalog 
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Terms: 2/10 N/30 
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Appointed Representative 
Of Marilyn Shoe Company 


CuHicaco—Ernest W. Lane has been 
appointed to represent the Marilyn 
Shoe Company, of Milwaukee, Wis., in 
Illinois and Wisconsin, it was recently 
announced, 

Mr. Lane, who formerly represented 
the Desco Shoe Corporation, of New 
York, in the Southern states, will begir 
coverage of his new territory 
month. 


Business Forces Move 
To Larger Quarters 


New YorkK—La Jule Handbags, Inc., 
has moved into larger quarters at 168 
Madison Avertue, here, it was an- 
nounced recently by Edwin E. Fine, 
manager. The transfer was necessi- 
tated by an increased volume of busi- 
ness, it was said. 

The firm manufactures leather hand- 
bags, concentrating on alligator and 
cobra, with particular attention to co- 
ordination with shoe styles. 





Shoe Trim Firm 
Consolidates Three Factories 


St. Lourts—Consolidation of the three 
factories of the Charles M. Blankman 
Co., manufacturers of shoe ornaments, 
trimmings and buckles, was announced 
here recently by Charles M. Blankman, 
president, following movement of the 
firm from 4171 Oughborough Avenue 
to a three-story building at 2341 South 
Broadway. 
ganization which Mr. Blankman also 
heads, has moved to the same location. 

The move was effected for two rea- 
sons, Mr. Blankman said: to provide 
approximately double the floor space, 
with 18,000 square feet, and to permit 
operational segregation in the manu- 
facture of the firm’s supplies for the 
shoe industry and the retail trade. 





Issue Historical Brochure 
For Salesmen 


A short brochure describing in 
human terms the history of Edwin 
Clapp & Son, Inc., has been published 
by the firm for distribution to associ- 
ated salesmen and retailers. 

Entitled “The Edwin Clapp Story,” 
it traces the path of the Clapp family 
in the shoemaking business from Colo- 
nial days of the itinerant cobbler, 
through the formation of the present 
firm in 1853, to the present modern 
factory in East Weymouth, Mass. The 
story emphasizes the place of impor- 
tance which hand craftsmanship has 
persistently been assigned by the firm. 


Change Location 


OcpEeNssuRG, N. Y.— The Endicott 
Johnson shoe store, formerly located 
at 304 Ford St., here, has been moved 
to a new location at 203 Ford St. 
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RUBBER FOOTWEAR 























They're available again in almost 
unlimited quantities. They'll seit 
for 75 cents per pair pouch in- 
cluded. Colors: black and brown. 
Sizes: small, medium and large. 
Send for trial order today — two 
dozen packed in a display carton. 
Or for more details on Shower 
Toes, write — 


THE RUBBER COMPANY 


MASSILLON, OHIO 








SKI BOOTS 





—™ + 


Designed by Experts 


Choice Waxed Reton Leother: 
Curved Swagger Tops 
Wide Strap and Buckles 


Tape 
Sturdy Wearon 
Ski Soles 
R 
"Zrooved Ski 
Heels 
Style No. 600! Child's Sizes 12-2 $4.85 
Style No. 6003 Boys’ Sizes 2'/2-4 $5.65 
| Style No. 6004 Ladies’ Sixes 4-9.... 35-65 
$5.85 


| Style No. 6002 Men's Sizes 6-12... 


erewbepetoy a 
Buy Savings Bonds 




















FOOTWEAR 


FOR BETTER... 
FASTER SERVICE 
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SHOE MATS 
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SHOE MAT SERVICE 


Prepared by specialists handling Amer- 
ica’s large chains. Weekly shipments 
of full ad mats. Exclusive franchise 
basis. Nominal monthly cost. Write 
or wire for details. 
LARSON ADVERTISING 
Dept. BS 315 N. 7th St. 


co., INC. 
St. Louis, Me. 

















PRICE TICKETS | 


| 
ee 


PRICE TICKETS bring sales! | | 
Many Colors—109 prices to choose from | | 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 
BOOT AND SHOE RECORDER 
20? Se. STATE ST. CHICAGO 4 
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Resigns To Beome 
Factory Representative 


Boston, Mass.—J. Joseph Condon of 


Brockton, sales manager of the C. A. 


Eaton Company, has resigned his posi- 





J. JOSEPH CONDON 


tion to return to the New England ter- 
ritory for Eaton as factory represen- 
tative for Etonic shoes. 

This move will again bring Mr. Con- 
don in contact with his host of friends 
in a territory he has enjoyed for the 
past thirty years. He has been asso- 
ciated with the C. A. Eaton Company 
for the past six years. 





Huber Slipper Acquires 
New Factory 


AVISTON, ILL.—John P. Huber, presi- 
dent of the Huber Slipper Co., here, an- 
nounced recently the addition of a new 
factory located in Breese, Illinois, four 
miles east of the present plant. The 
Huber organization was founded ap- 
proximately 15 years ago by Mr. Hu- 
ber, who previously was a factory su- 
perintendent with the International 
Shoe Co. 

Since the formation of the company, 
he has been aided by his two sons, 
Larry and Ray. Ray, vice-president 
of the company and an experienced 
production man, keeps operations run- 
ning smoothly in Aviston; Larry, along 
with being secretary and sales-man- 
ager, has the additional duty of serv- 
ing as general manager of the Breese 
plant. He will be aided by J. W. Rat- 
cliff, superintendent of the plant, for- 
merly of St. Louis. 

The modern new Huber plant has a 
frontage of forty feet and reaches a 
depth of over 100 feet. According to 
the Hubers a number of applications 
already have been received from po- 
tential workers in the area to help 
launch production in the new plant 
which is scheduled to begin soon. As 
in the factory at Aviston, only hard 
sole men’s leather house slippers will 
be manufactured. The slippers will 
be made to retail at about $4. 


Represents Knipe Bros. 


In Carolinas 


Warp Hitt, Mass.—J. B. Walker, of 
Greensboro, N. C., formerly with the 
Craddock-Terry Shoe Co., is now rep- 
resenting Ward Hill line of Knipe 
Bros.’ men’s shoes in North and South 
Carolina, according to an announce- 
ment by Morris Oberfield, sales man- 
ager of Knipe Bros., Inc., here. 

According to Mr. Oberfield, the re- 
sponse by retailers to the announce- 
ment of the Ward Hill line in trade 
papers has been very gratifying, and 
several hundred selected accounts have 
already been granted Ward Hill fran- 
chises. In order to give better service 
to this growing group of Ward Hill ac- 
counts, several changes in sales terri- 
tories and assignments are being made, 
of which Mr. Walker’s appointment is 
one. 

At the Shoe Manufacturers’ Spring 
Opening in New York City, from Oc- 
tober 5 to 9, the Ward Hill line will be 
shown in Room 534, Hotel New Yorker. 
At the National Shoe Fair in Chicago, 
October 27 to 30, the firm’s exhibit will 
be in Room 703 of the Palmer House. 





French, Shriner & Urner 
Occupies New Factory 


Boston, MAss.—Preliminary to mov- 
ing all departments to their new, larger 
factory at 443 Albany Street, Boston, 
French, Shriner & Urner, maker of 
men’s better-grade shoes, on August 
4th packed the last pair of shoes made 
in the factory which they have con- 
tinuously occupied for nearly fifty 
years at 63 Melcher Street, Boston. 

On the same day, cutting operations 
were started in the new factory, the 
cutting room having moved while the 
operators were on their regular vaca- 
tion. 

This same plan has been followed all 
through the factory, each department 
moving while its members were away 
on vacation. As a result, through the 
close co-operation of employees and of- 
ficers, there has been no interruption 
in the company’s normal production 
schedule, and the tremendous task of 
transferring machinery and equipment 
has been accomplished quickly and 
smoothly. 

The new factory purchased by the 
Company at 443 Albany Street, has a 
floor space of 72,000 ft., which should 
eventually enable French, Shriner & 
Urner to double their present produc- 
tion. It has been completely remodeled 
into one of the most modern, up-to-date 
shoe factories in the country. Each 
machine is individually motor driven. 
The lighting system is of the newest 
fluorescent type. Floor plans for each 
department follow the latest practices 
recommended for maximum employee 
efficiency and comfort. 


’ Boot and Shoe Recorder 
























TERMS: 2-10 


NET 30 





sole, rubber 


Salesmen: some territories still open. 


PRICE and QUALITY ... Just Right! 


Benchmade children's boots of fine leathers, intricate 
workmanship, at prices to increase your profits. 


JOY-LEE COWBOY BOOT. 
Handmade, completely lined, soft 
leather boot with white wing de- 
sign cutouts. Brown. Sizes !0!/2 
to 1, $5.00. Sizes I'/ to 3!/, 
$5.50. Packed 20 pairs to case. 


Samples and illustrated folders on request. 


JOY-LEE JUNIOR MAJOR- 
ETTE. Of high A elk, leather 

I. 
boxed with our JOY-LEE label. 
Tan, white, and red. Sizes 7 to 10, 
$3.25. Sizes 10!/2 to |, $3.85. 


BROWNSVILLE IMPORTERS 


1137 EAST ELIZABETH BROWNSVILLE, TEXAS 









Individua 








Higher Shoe Prices 
Justified at Hearing 
[CONTINUED FROM PAGE 73] 


efficiency, a 20 per cent increase in pro- 
duction and a reduced profit margin, 
reflected in a manufacturing profit 
after taxes of 1.6 per cent on sales in 
the first nine months of the company’s 
current fiscal year as compared with 
3.2 per cent in 1942. He told the com- 
mittee that anything they could do to 
bring down the price of leather would 
help, to which Mr. Keith added that a 
10 per cent reduction in the price of 
leather would result in a $1.00 reduc- 
tion in the retail price of shoes. 

Citing analogous figures covering 
shoe and leather prices, Mr. Field re- 
ported on a survey made by his asso- 
ciation to determine the effect of higher 
prices on manufacturing profits. In 
every instance save one, he said, it was 
found taht the net profit of the manu- 
facturer was substantially less this year 
than last. “The average net profit 
shown on these survey shoes,” he said, 
“amounted to only one per cent of the 
selling price.” 

The basis for everything, he assert- 
ed, was the price of hides and skins 
and the prices of these are influenced 
by increased demand for hides, consist- 
ently high all through the year; by 
cattle prices, currently at peak levels; 
by grain prices which, in turn, influence 
marketing of cattle; by operations on 
the hide futures commodity market; 
and by Argentine controls on the export 
of hides produced in tremendous quanti- 
ties in that country. “Prices of shoes in 
today’s market,” he concluded, “are de- 
termined more by prices of hides and 
skins than by any other factor, and 
lower prices at the fitting stool will 
come when hid prices drop to more 
normal levels.” 

Speaking as a manufacturer in his 
own right, rather than as an associa- 
tion executive, Mr. Jones cited figures 
showing that the manufacturing cost 
of shoes in his factory had increased 
80 per cent since 1939 and that the 
greater portion of this increase has 
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occurred in the very recent past. De- 
spite this, he said, his wholesale sell- 
ing prices have gone up only 73 per 
cent. 

He offered the congressional commit- 
tee a tentative program to better con- 
ditions. He favored the restoration of 
government control over hide exports 
and said that, if under the Marshall 
Plan, hides must be exported, then “the 
domestic market should be protected 
against inflation by government action. 
When the law of supply and demand be- 
comes injurious, it should be policed 
by government.” 

He urged that some means be found 
to get Argentine hides and that labor be 
educated to the advantages of higher 
productivity. He also mentioned the 
possibility of easing conditions by per- 
suading the public to accept shoes of 
materials other than leather. 

Mr. Moore introduced complete oper- 
ating and financial data“to show that 
the following developments had occurred 
in the first six months of 1947 com- 
pared with the same period of 1946: 

1) Shose in his stores had advanced 
26 per cent in cost to him, but the re- 
tail price was 18.4 per cent higher, 
selling this year at an average price 
per pair of $4.17 against $3.52 a year 
earlier. 

2) According to official government 
figures, the retail price of shoes has 
not increased as much as the costs of 
leather or hides. 

3) To sell the average pair of shoes 
in his stores it cost $.82 in wages this 
year against $.67 last year; $.21 in 
rental charges against $.17 and $.47 in 
taxes and other expenses against $.45 
in the 1946 half-year. 

4) Shoe chain store profits, as a 
whole, are lower this year than last 
both before and after taxes. A group 
of leading companies with half-year 
sales of over $120,000,000 show de- 
clines in earnings from the same period 
of 1946 from 9.78 to 8.22 per cent be- 
fore taxes and from 5.72 to 5.08 per 
cent after taxes. 

5) This decline in profits occurred 
in the face of an increase in dollar sales 
but a decrease in number of pairs sold 


together with higher operating costs. 

6) If shoe chain stores were to re- 
duce their prices by the average net 
profit of the industry, they could cut 
the prices 30 cent per pair if they 
paid no income taxes and 18 cents a 
pair after paying taxes on their in- 
come. 

Mr. Moore backed his testimony with 
an exhibit of 16 basic shoes which are 
on sale in almost any family type shoe 
store. Eight of the 16 were from cur- 
rent stocks and eight were identical 
or nearly identical shoes which were on 
sale a year ago under OPA price con- 
trol. Mr. Moore provided the Commit- 
tee with full details of cost and selling 
price of each shoe, together with a 
breakdown of retail operating costs ap- 
plicable to each sample. In this man- 
ner he demonstrated that retailers 
gained nothing from increased prices. 





NESLA Plans Special 
Train to Chicago Show 


Boston, Mass.—The New England 
Shoe and Leather Association is again 
sponsoring a New England shoeman’s 
special train to the National Shoe Fair 
to be operated from Boston to Chicago 
and return via the Boston & Albany 
R. R. and the New York Central Sys- 
tem, according to Maxwell Field, ex- 
ecutive vice-president. The train will 
leave Boston’s South Station on Sat- 
urday, October 25, at 1:30 P. M., and 
is scheduled to arrive in Chicago the 
following morning at eight. 

The special train will be operated 
exclusively for New England shoe 
wanufacturers, their salesmen and for 
members of the leather and allied 
trades. The accommodations will be 
the best available. The association has 
arranged further for the transfer of 
trunks and sample cases from the train 
to the various hotels in Chicago as an 
added convenience. 
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SALESMEN WANTED 


| SALESMEN WANTED SALESMEN WANTED 





EXCEPTIONAL 


> 


C 


faocturers offers excelient opportunity 


representatives Detwee 


\ Opportunity 


i 

FOR QUALIFIED SALES REPRESENTATIVES TERRITORY 
| 
| 


e of America’s foremost 








| EXPERIENCED 
SALESMEN © 


WANTED FOR 
SOUTHERN STATES 


To Sell Well-Known, Nationally 
Advertised Line of Women's 
High-Grade Compo and Welt 


Shoes. A good income is as- 


n the oaes 


SN aa Sag BI SE A OP | sured as the Line is Well-Estab- 


sive, conscientious, and of good 


Retail footwear exp 


e. Ninety-six salesmen have averaged thirte 


years each with our 


2a) Jal 





hor 


lished in the available territory. 
Please write, in confidence, full 
details regarding age, experi- 
ence, and qualifications. 


Address Box 10!, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York i7, N. Y. 











T & SHOE RECORD 
. York 17, N. Y. | 


EXPERIENCED SALESMEN 
WANTED FOR 
NATIONALLY ADVERTISED 





; HIGH GRADE SALESMEN 


WANTED 


Several High Grade Salesmen ac- 
quainted with a specific territory, to 
sell a Line of Well Known, Nationally 
Advertised Ladies Quality Novelty 
Shoes, which are top quality in the 
grade, retailing from $9.95 to $12.95. 
Splendid opportunities for the right 
men. 


Address Box 44, care BOOT & SHOE RECORDER 
10 High Street, Boston 10, Mass. 








| SLIPPER SALESMEN CRIES SEES 

ak aa anes & OPEN TERRITORIES — 
xperienced Salesmen ante one 

of America's Oldest and: Largest Silp 1. KENTUCKY 
per Manufacturers to cover territories in 2. TENNESSEE 
Middle Wes d Southern S i 
a prc adh ae Per oer seaamied ms 3. OKLAHOMA 

| | connection with one non-conflicting 4. TEXAS 

| Line. This is a permanent, all year job. 5. KANSAS 


Give full particulars in first letter. All 
| | applications strictly confidential. GIVE FULL DETAILS IN LETTER 


| Address Bex 99, care BOOT & SHOE RECORDER Address Box 96, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 100 East 42nd Street, New York 17, N. Y. 




















The rate for all displayed or bo: 
a Advertisements for this 





CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 10 cents a word under any of our classified headings. Minimum rate is $1.80 
for each insertion. When a box number is desired, add 
at the word rate. If advertiser’s own name and address is used, count each word (street number is one word) at word rate. 
Classified advertising is payable in advance. Send check or money order with your copy. No are op d for classified 
advertising except for reguiar advertisers on contract. 

xed 


ressed to any of our offices, 12 words must be added for this and charged 





advertisements is $7.00 an inch with a maximum of 46 words per inch. 
page must be iz our New York Office 10 days preceding publication date = 
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SALESMEN WANTED 


SALESMEN WANTED 








Our lines retail from $4 to $6.50. 


only for the following territories: 
1. Virginia and West Virginia 
2. Missouri 
3. Kansas 
4. Arkansas 


SHOE SALESMEN WANTED 


Old established manufacturer of ot Children's, Growing Girls’ and Boys’ 
shoes in Welt Stitched McKay and Goodyear Welt construction. 


We operate an extensive in-stock department. 
We are interested in securing the services of experienced shoe salesmen 


Ww: 
5. Minnesota, North & South Dakota 9%. Texas 
10. Florida 
ADDRESS 49, CARE BOOT & SHOE RECORDER 
100 EAST 42ND STREET, NEW YORK 17, WN. Y. 


6. Nebraska 


7. Washington and Oregon 
8. Montana, Idaho, Utah and 








SALESMEN WANTED 


For One of the. Largest Concerns Manufacturing 
Women’s and Men’s Indoor and Outdoor 
Casuals, California Process. 


The Line is Nationally advertised, Leading in its field, and should 
be carried exclusively. The States available are Pennsylvania, 
part of Ohio, Alabama, Mississippi, Tennessee, North Carolina, 
South Carolina, Missouri, Kansas and Nebraska. File handwritten 
application, stating past experience, territories covered, present 
line carried, references, age, family status and present residence. 
Enclose recent snapshot as well. 


Outstanding Opportunity for Experienced Top Notch Salesmen. 


Address Box 100, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








SALESMEN 


With Following in Established territories 
to present a quality Line be te - Cleaners 
and Polishes to Shoe Department 
Stores. Liberal Commiss' = make this a 
profitable sideline. 


THE HOUSE OF FAYRIN 
557 South First Louisville, Ky. 








SALESMEN WANTED 
Minnesota—North and South Da- 
kota; General Line, except Men’s 
Established Accounts. 


eAnreR & KIRSCHTEN SHOE CO. 
323 W. Monroe Street, Chicago, Ill. 











Mi 4a eevee. OLD ESTABLISHED 
ONCERN wants top notch salesman to 
sell popular Line of Women’s House Slippers 

to retail for $1.98 and up. Can carry exclu- 
sively or sideline. Address #50, care Boot & 
Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





S‘OF INFAS TO CARRY A SHORT LINE 
A INFANTS’, Intermediate, and Soft Sole 

Priced to ‘sell. Give territory wanted. 
RIDDIE KLASSIC SHOE CO., Box 36, 
Ephrata, Fennsylvania. 
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FULL TIME AND PART TIME 
SALESMEN WANTED WITH 
SUBSTANTIAL BACKGROUND 


Wonderful Opportunity to Increase your earn- 
ings. Well established, Nationally advertised 
Line of Women's Low Heel Novelty Footwear, 
to retail at $6.00 and $6.50. 


Very hot items for the Teen-Agers carried in 
stock. Must travel by car. Will consider am- 
bitious Retail Shoe Sclesman with car thet 
would like to travel in home territory. 


Address Box 97, care BOOT & SHOE papeeees 
100 East 42nd Street, New York 17, N. 














our LAMBSWOOL SHOE POLISHERS, 
Imprinted for advertising and selling, will 
make $10 to $20 per day commission for any 
active salesman. Also, small Line of Sheepskin 
Pacs for hunters. Some territories open. Ad- 
dress #116, care Boot & Shoe ST ooetien, 100 
East 42nd Street, New York 17, N. Y. 


REPRESENTATIVES WANTED: BETTER 
GRADE MASSACHUSETTS SOUTH 
SHORE FACTORY still has available certain 
territories for right man. Manufacture Women’s 
and Growing Girls’ Goodyear Welt Sports, Crepe 
and Leather Soles; All styles; $6.95 retailers. 
Write giving experience, territory desired, and 





references. Address #110, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 
us 





| 


ALESMEN WANTED TO CARRY WO 

MEN’S HAND-LACED MOCCASINS and 
Hand-Laced Blockbusters, on commission basis. 
All territories open. Write giving full particu- 
lars experience and references and territories 
desired. Shoes in stock. GOODWEAR FOOT- 
WEAR CO., 6535 Olive Street Road, Univer 





sity City, Missouri. 
ALESMEN WANTED FOR PENNSYL- 
VANIA, MICHIGAN AND INDIANA, 


Commission basis. Soft Sole Infant and Chil- 
dren’s Shoes. CHESTER A. YARD COM. 
PANY, 1602 Locust Street, St. Louis, Mo 


ALESMEN FOR WESTERN PENNSYL- 
VANIA AND WESTERN VIRGINIA, 
Novelty Rubber Footwear direct from factory, 
priced oat. May be carried as side 
line. GOODYEAR KEYSTONE CO., 319 
Arch Street, Philadelphia, Pa. 


ALES REPRESENTATIVE WANTED: 

Neat, High Grade Man Already Handling 
other Lines selling direct to the smaller Re- 
tailers to handle our clean, fast-selling line of 
Shoe Trees. Need men for Philadelphia, Wasb- 
ington, Baltimore, Chicago, Detroit, Cincin- 
nati, Cleveland, Pittsburgh, St. Paul, Milwaukee, 
Minneapolis areas, and entire South, Address 
2122, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y¥. 











SIDE LINE SALESMEN WTD. 


Na 4Amusacruses OF MET. RHINE- 
CUT STEE SHOE 
sows oe —s - Ladies’ 


pao Seams, te of terrific 
MMocal = RA RHINESTONE CREA- 
a 751 No. 39th Street, Philadelphia 4, 








La MANUFACTURER OF LEATHER 
WEAR and Rubber and Canvas Foot- 
wear yoo side line lesman for follow- 
ing territory: Ohio, Indiana, Kentucky, a 
Nebraska, Iowa, and California. Commi 
basis. Write giving full particulars. ‘Address 
#81, care Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 


Experienced Men, by Wholesaler specializing in 
Men's and Boys’ Dress and Work Shoes, Camp 
Moceasins and House Slippers. Immediate delivery. 
Choice territories available. Showing during Na- 
tional Shoe Fair, Room 1008, Morrison Hotel. 


IRVING BROWN SHOE COMPANY 














29 So. Wells Street, Chicago 6, Illinois 
SIDELINE SALESMEN WANTED. First 
Steps, Children’s Slippers and Sandals. 


Most territories open. ALLAN SHOE MFG. 
CO., 611 West Division, Chicago, Ill. 





SALESMAN TRAVELING SOUTH, to carry 
on commission, Sideline of 6 Men's Leather 
Loafers and Fine Kid Operas; Fast sellers at 
$3.50. Give details in first letter, EAGLE 
SHOE COMPANY, READING, PA. 


SIDELINE SALESMEN 
WANTED BY WHOLESALER 


specializing in Infants’ and Children . 
House Slippers in Stitched Sole, Pre-Welt, and 
Compo Construction for the following territories: 
Pennsylvania, Maine, Upstate New York, Missis- 
Tennessee, Alabama, Georgia and Florida. 
Box 104, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, WN. Y. 





sippi, 











IDELINE: CAROLINAS, GEORGIA, ALA- 
SRAM MA. OHIO, WESTERN PENNSYL- 
VANIA Open for Complete Line Novelty and 
Staple Rubber Footwear direct — we | ship 


ments. Address #108, care Boot Shoe 
Recorder, 100 East 42nd Street, New York 
> ie me 





SIDE INE SALESMAN WANTED for In- 
Stock Sport Welts and Casuals. Most terri- 
tories open. Address #103, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 
N. Y¥. 





TVENILE SHOE LINE TO BE SOLD TO 
RETAIL TRADE. Shoes carried in 


Most territories . 5% commission. Ad- 
dress #51, care Dost A Shoe coer 100 
East 42nd Street. New York 17, N. 
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LINE WANTED 


HELP WANTED 


BUSINESS OPPORTUNITY 








ATTENTION 
MANUFACTURERS 
MODERN SELLING 
SHOE SHOW ROOM 
IN LOS ANGELES 

OPENS JAN. Ist, 1948 


Leases available For a Few Good 
Manufacturers running from one to 
three years. 
Build your future on the West Coast 
with 365 day Representation in a 
Modern Show Room. 
Located in the heart of Los Angeles, 
our Show Room will sell more Shoes 
for you. We pay for local promo- 
tional efforts—you pay small cost, 
plus percentage of sales. 
A West Coast address for your Line 
more busi with less selling 
expense. Your Western accounts re- 
ceive the service they deserve. 
3 Other Locations Soon. 
Inquiries are invited—don’t delay 
for facilities are limited to only a 
few more Lines. 


Address Box 98, = BOOT & SHOE ngcoeeee 
208 South S Street, Chicago 4, |! 














FOR CHICAGO AND MID-WEST. Sales- 
_man known for results wishes connection 
with cooperative Manufacturer of quality Wo- 
men’s or Children’s shoes. Address Box #119, 
care of Boot and Shoe Recorder, 209 South 
State Street, Chicago, Ill. 





FOR FLORIDA, GEORGIA 
AND CAROLINAS 


Experienced Producer wants to hear from 

Progressive Factories making Women’s or 

Children’s Shoes in HIGH or MEDIUM 

price 

Address Box 120, care BOOT & SHOE RECORDER 
208 South State Street, Chicago, II. 














HELP WANTED 





W ANTED: WAN CAPABLE RUNNING 

WOOD HEEL TURNING ROOM; Fac- 
tory in Maine. Has finest equipment available, 
producing approximately 40,000 pairs daily, 
both Wedgies and Hardwood Heels. Applicant 
must have experienced record. Will pay top 
wages to right man. Address #114, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





NATIONALLY KNOWN CANVAS 
FOOTWEAR MANUFACTURER 


Has Need for a Production Superin- 
tendent with experience in the Canvas 
Footwear field. Prefer man 30-45 years 
old who desires a highly responsible pe- 
sition with a long established org 

tion. State experience, qualifications, 
and salary requirements in first letter. 





Address Box 107, care BOOT & SHOE — 
100 East 42nd Street, New York 17, 





J TYROPOLIS, CUSTOM SHOE UPPER 
MAKER, with own establishment for han- 
dling fitting and cutting Patterns, pullovers. 
We call for your orders. Write or phone. 1600 
Washington Avenue, Bronx, New York. LUD- 
LOW 3-4149, 





Witt INVEST $10,000, PLUS ACTIVE 
SERVICES in a good, going Retail Shoe 
Store. Best qualifications and references. Ad- 
dress #117, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 





WANTED TO PURCHASE 














POSITION WANTED 





Y OUNG MAN 31; Ten Years Wholesale, Re- 
tail experience Selling, Buying, Merchandis- 
ing, Credits, wishes to connect with repttable 
firm—responsible position; Best reference. Ad- 
dress #121, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 





FOR SALE 








ORIGINAL ADRIAN X-RAY 
BRAND NEW TUBE 
First $300. takes it, f.0.b. 
Richmond, Va. 


GEIGER & STRAUSS 
509 East Grace Street, Richmond, Va. 











ABER SAMPLE WARDROBE SHOE 

TRUNK; Sixty samples; Nearly perfect con- 
dition—$50.00. Also three sample Fiber cases 
$5.00 each. Address Box #118, care of Boot 
and Shoe Recorder, 209 South State Street 
Chicago, Ill. 





AMILY SHOE STORE, well-rated; estab- 

lished 15 years. Only store in fast-growing 
Suburb of Chicago. Large volume Children’s 
Regular and Orthopedic Shoes. Doing good 
business serving prosperous surrounding com- 
munities with Nationally Advertised Lines. 
Selling because of illness. Name and Prestige 
with le. Address: Box #115, care Boot and 
Shoe Recorder, 209 South State Street, Chicago, 
Ii. 








TTENTION! EXPORT AND WORN 

SHOE DEALERS—We have Factory Re- 
turn Novelty Worn Shoes for Sale. Write for 
sample Lots: P. O. Box 805, Syracuse, New 
York. 





ANTED: FOREMAN, CAPABLE OF 

HANDLING SMALL COVERING ROOM 
covering about 100 cases Wedge Heels 
day. Address #113, care Boot & Shoe Recorder, 
100 East 42nd Street, New York 17, N. Y 





Tero EXPERIENCED SALES- 

MAN to Manage Main Floor Shoe Depart- 
ment, 2. N. J. area, selling Branded 
Lines of Women’s and Children’s Shoes. Write 
for appointment stating age, how long with 
present employer, present earnings, general back- 
ground and references. Good salary and per- 
centage. Replies will be ¥ in confidence. Ad 
dress #111, care & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 





HOE STORE FOR SALE, Located in One 

of the Best Business Sections, in St. Leuis, 
Mo. $8,000 Inventory; Established Business; 
Reasonable rent. Once in a Life Time Oppor- 
tunity. Excellent reason for selling. Address 
#109, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





AMILY SHOE STORE—Located in South- 

ern California, Climate ideal for Bronchial 
conditions; Beautiful modern store in fast 
growing location. Well established. Nationally 
advertised brands. Will sel! building and busi- 
ness. Owner has other interests. Address: 
Box #106, care of Boot and Shoe Recorder, 
5410 Wilshire Blvd., Los Angeles 36, Cal. 





W ANIED: EXPERIENCED SHOE FIT- 

TER to take charge of High Grade Shop 
in New England City. Excellent salary. give 
complete details. Address #105, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





For SALE: SHOE STORE AND REPAIR 
SHOP, COMBINED. Sell reasonably to a 
quick Buyer. 25 Years in business. Price is 
15,000. Address #123, care 

a ei 100 East 42nd "Street, New York 17, 





WANTED 
Immediate delivery, New or 
Rebuilt Turner or Woburn 


setting out Machine. 


Address Box 77, care BOOT & SHOE pease 
100 East 42nd Street, New York 17, 











AMILY SHOE STORE, SELLING NA- 
TIONALLY ADVERTISED LINE, doing 
Fifty Thousand, or better, with a five year 
lease, in Florida, East Texas or Central Ken- 





tucky. Address #112, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 
17, N. Y¥. 

WE BUY 


SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 


SHORT LEASES ASSUMED 


YOUR NAMB AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 1-7887 











GET TOP VALUE 


In Selling Your 
e SURPLUS STOCKS or 
e COMPLETE STORE 
CAMITTA SHOE CO. 


128 No. 4th St. Phila. 6, Pa. 
Mberd 2062 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Shoes for Men, Women ond 


FOR CASH 


CROTTIEAN GALEN SHOES, INC, 
47 Duane Street, New York 7, N. Y. 
Telephone: BEekman 3-7290-1 








MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


New York 7, N. Y¥. 


76 Reade Street 
Telephone: WOrth 2-896 











Boot and Shoe Recorder 




















WANTED TO PURCHASE 


FUR TRIMMING 








WANTED TO PURCHASE 


| 








1215 Washington Avenue—St. Louis, Me. 


TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 


Convert iato cash—eany qeantity 
YOUR MAME PROTECTED ... WRITE — WIRE OR PHONE 
RELIABLE SPECIALISTS IN FINE SHOES FOR 15 YEARS 


M. K. WEIL SHOE CO. 












SELL US YOUR OVERSTOCK OF BETTER QUALITY SHOES 
QUICK ACTION — FAIR PRICES 
Wire—'phone or write immediately 


FINE FOOTWEAR 





OVER A QUARTER CENTUR 


Yv 
MOSINGER BROS. 1235 WASHINGTON AVE. ST. LOUIS, MO. 


BARIS BUYS for CASH 


Quality Shoes for Men, Women . Shoe Stores 
and Children Short Term Lecses Assumed 


Scrupulous Protection for your Name and Brand Since 1932 
BARIS SHOE CO., INC. 


ti i i 






































79-81 READE STREET S WOrth 2-5180 NEW YORK 7, WN. Y. 
CASH PAID FOR 
aie creas SELL YOUR JOB LOTS 
GOES CUS, Ss tore SAM CAMITTA & SONS 
93 READE S P $ As on 13, N. Y. ae moyen yg A Le 
Telephome WOrth 2-255 polly — A 
MERCHANTS’ NEEDS MERCHANTS’ NEEDS 














All Shoemen should own an ALL PURPOSE SHOE STICK 


$2.95 P.P. SAVE SALES 
Easy to Use for all types 
of shoe stretching on men's, 
women's and children's 


ROOM 204 Geocranteed for All Time shoes. 
129 w. main st. ALL PURPOSE SHOE STICK CO. rockxrorp, m.mors 

















INDOW pe ay ig RS 

BUSINESS REQUIRE THE SERV Ss 
OF A THOROUGHLY EXPERIENCED BUSINESS OPPORTUNITY 
Window Trimmer who can come at regular 
intervals and re-set your shoes; also plan and 
install your backgrounds at the beginning of 








moderate cost. Window trimmer of fine shoe 





} 


j 





RABBIT FUR TRIMMING 


447 S$. Hewitt $t., Los Angeles 13, Callf. 





IN PASTEL SHADES 
FOR THE SLIPPER TRADE 
Write for Quotetions te 
NATIONAL FUR DYEING CO. 











MERCHANTS’ NEEDS 








Fischer Self Adjusting Bunion 
Protector 


Relieves Pressure on Bunion, Pro- 
tects Enlarged joints. FP 


reserves 

Shape of Shee. Hides Deformity. 

Ask Your Shoe Findings 
Jobber 


Est. over 40 years 


THE FISCHER MFG. CO. 
Milwaukee 11, Wis. 

















\J ADVERTISING 
\ ) . . 

sal Oe ( ((Ppitlgs 
—here’ how to get 





ed cil is the and least 
Seat ss ees ek each 
going on. 

te learn more about 














each season? If so, please take advantage of | WANT & permanent business 
this opportunity to obtain these services at DO YOu profession of your own! Leara 


stores for over 20 years. 


I. STOLLER, 60-47 
70th Street, Maspeth, Long Island, New York. 








NEW AND IMPROVED 


$5°°° Pouy Cup 
GROSS for Price Tickets 


$2.75 


HALF GROSS 


TILTS AT 
ANY ANGLE 


M. D. POLLINGER CO. 
HOLLAND BLDG. 


ST. Louis, MO. 
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Samuel J. Brown 


BALTIMORE, Mp. — Samuel J. Brown, 
51, wholesale shoe merchant, died here 
at the Union Memorial Hospital. Mr. 
Brown was president of the David 
Brown Shoe Company, Inc., which his 
father founded. 

Born in Baltimore and educated in 
the schools here, he belonged to the 


Woodholme Country Club and the As- 
sociation of Commerce. 

He leaves, along with his widow, a 
daughter, Mrs. Elinor Brown Deitz, 
and his father, David Brown. 


Add Story To 
Wilkes-Barre Piant 


WiLkeEs-Barre, Pa.—I. Miller & Sons, 
Inc., will spend more than $120,000 on 
the recently announced one-story ad- 
dition to its plant at 751 North Penn- 
sylvania Ave. The 120 by 180 foot 
building will cost $71,000 and heating, 
plumbing and lighting equipment will 
cost an additional $50,000. 











1 Allen Edmonds’ unique STOCK | 
PLAN . . . cuts inventory, multiplies 
turnover, pyramids profits. 


cs 
These Exclusive 
2 Allen Edmonds’ U-Tum Flexibility 
Features Sega 


INSURE hao cg 
STEADY BUSINESS 


— year ‘round in Esquire; seasonally in 
G 0 0 d Tim e S$ TIME, NEWSWEEK, HOLIDAY, TRUE. 
5 Advertising aids . . . cooperative 

and B ‘ad advertising, mat service, display 


material, booklets, etc. 


4 Consistent national advertising . 34 


THE SHOE OF TOMORROW 


EDMONDS SHOE CORPORATION 
BELGIUM, WISC. 





102 Boot and Shoe Recorder 











Ace —e ERO. ccccee 94 
Adrian, M. B., & Sons , 2 Ray Co. 
72, vs, $8, hte, 20, 94 


Allen-Edmonds Shoe Co. 


All Furpose Shoe os Co. Kets = 
American Shoe Co. ocee 

Arnoff Shoe Co. ..........++- “88, 93, HH 
Baris Shoe Company 88, 101 
Beckwith Mfg. 26 
Bostonians Shoes ............+s+++5 25 
Boot-oter Mie. Co. ......-ccccscce: 86 
Broitman-Gaffin Shoe Co. oon>se Ge 
Brownsville Importing Co. ........+++ 97 
Burns Cuboid Company .. seue 68 
Cambridge Rubber A so<een 7, 11 
Camitta, Sam, & Sums ............ 101 
Camitta Shoe Company niaaae cn eee 
Carr-Fulfiex, Imc. ............ . 10 
Gastie Detmemies Ge. ...c..cce-cc.ce 
Chicago Shoe Market .... oe 96 
Cincinnati Shoe Fair . souvnae" Ge 
Coca Cola Company ...... 2eeten (an 
Colonial Tanning Co. ............1%7, 19 


Colt-Cromwell Co. . 
Commonwealth Shoe & Leather Co... 25 


Compo Shoe Machinery Corp. ....... 30 
Connell, J. M., Shoe Co.... ee 
Conrad Shoe Company ... ..... 21 
i a. Tee... cosas é:sevet 77 
Desco Shoe Company ...... ison sae 
Dewey & Almy Chemical Co.. 51 
Douglas, W. L., Shoe Co. co 
DuBrin, Harry L., Uniform Co. ba os ee 93 
Dunham Bros. Co. ........sseees- 84 
Evans, John R., & Co. . c.iene 
Fischer Mfg. Co. ...... eee 101 
Frye, John A., Shoe Co........ —— 
Gallun, A. F., > Gane Coup. oo 8g 
Gardiner Shoe C ‘0. 31 
Gerberich-Fayne Shoe Co..... Back Cover 
Gerda Footwear Co. ....... 56, 67, 78, 88b 
Goodwill Shoe Co. evs bes €e $0 
Gotham Shoe Mfg. Co.. bKees 80 
Hannahsons ... neers so Se 
Harold Shoe Company Sens ‘dé eae 
“h ' rye 100 
Highlander Shoes nwhe 37 
Holland-Racine Shoes, Mk: 3. occ owas 2 
Holiday Magazine .. nee 54, $5 
8 SE Eee eee 2 


2 
Hubschman, E., & Sons, Inc...2nd Cover 


Joy Shoemakers, Inc. .... ean 1 
Keith, George E., Co. .5, 37 
fe Se 95 
Krippendorf-Dittmann Co. ...... 69 
Larson Advertising Co., Inc.. ic. ae 
Leatherbury Shoe Co. ...... Swed 4 
Lederer Industries ... ee y 
i Si i Mi ses ones cases 3 
Lyons & Company 95, 103 
Marathon Shoe Co. 93, 94, 95 


Miller, O. A.. Treeing Mach. Co... 61 


Mishawaka Rubber & Woolen Mfg. 
eee an oom, BS 
Monroe Brothers Co. ..........ss+ess a 
Mosinger Bros. ; Si iccsnectaeah 
National Fur Dyeing Co. uiserecuk Ge 
Nu Lam Products Co won a 83 
Ohio Leather Company ... o-seoe 18 


Ohio Shoe Travelers Assoc iates. 


Panther-Panco Co. 


Cin DE  s6ves senereesce 82 
i: Beli Gb ccccesonssceeagn este 88a 
Pfeiffer’s, Inc., ...... nicohce an 
Philadelphia Shoe Wholesalers ...... 84 
Pierce, C. S., . sees 98 
Pilot Shoe C on EE ‘ a on.” ae 
Pimex Equipment Co. .....0..cccscces 88b 
Pincus, Lester, Shoe Corp. ... ° 33 
Pollinger, M. D., Co hes + ole 101 
2 i, on. . oace anne ete 5 
Prima, Inc. iccdneddneceas Coe 
October |, 1947 








Ask also for 


KIWI BLACK 
TAN, LIGHT TAN, BROWN 
OX BLOOD & MAHOGANY 
For Patent Leather and all 
Colours of Glace Kid ask for 
KIWI Transparent (Neutral). 

















(1s ENGLISH.. 
/ts QUALITY. 


(tsKIWT! 


Res. U. 8. Pat. Offer 
** Two tins of KIWI, please |" 


** Why, hello Bob . . . back in town 
again? Did you say two tins... 
why two?" 


town upstate .. .1 ran out of KIWI 
and the one and only store there was 
sold right out . . . so I'm keeping 


one in reserve from now on!" 


** Good idea . . . when I can spare 
you two tins. That KIW] is a mighty 
fine shoe polish you know, and 
there’s a run on it.” 


** That's because those KIWI waxes 
sink into the leather and keep it 
soft and supple in ali weathers .. . 
and look what a dazzling shine 
KIWI gives |" 

“You're talking to the man who 
sells it, Bob. AND we all use KIWI 
in our family—I enjoy shining my 
own shoes with it . . .givesa fellow 
some real satisfaction, doesn't it?” 


KIWI DARK TAN 


The ORIGINAL English STAIN Shoe Polish 
(=< = ww 8) 
ois 











Rio Grande Importing Co. . os —e 
Rochester Shoe Tree Co. . 3 85 
Roger Kent Plastics ..... : — 
Rubin, Irvin .. rare 100 
Sabin, B ‘ - 101 
Sa&M Chemical Cc o . . 88 
Schenk, A. L., Orthopedic Labs ‘ $3 
Scholl Mfg. Co., Inc. . ail — 
Selby Shoe Co. : ee se 
Shane Shoe eng oats _ 90 
Shoe Form Co. . at ¢ee hana 89 
Stephenson Method ... sues - 101 
Sundial Shoe Co. .. . a me 9 
Surpass Leather Co. bavade 6 
Transparent Shade Co. ... , — 
Trimfoot Company . ake —— 
20th Century Footwear Co aye ee 





United Last Company ......... seoeese au 
United Shoe Machinery Corp 

12, 18, 20, 104 
Vincent, Edwards & Co. . : . 101 
Wea, Be Eine @ Giioscrccccese we 
Walk-Over Shoes eee secees : 5 
Welleco Shoe Company ......... . a 
Weil, M. K., Shoe Co. ... ae 
Ed. White Jr. Shoe Co. .. _ 


Westport Div. of er | Shoe Co. 
, 66, 78, 85, 87, 88c 


Wiggletoe Shoe Co. .. wa 16 
Winthrop Shoe Company. Front Cover 


Young, Richard, Company .. - 6 


Ziegel-Eisman Co. 





United eyelets are produced with “engineered” accuracy. This means that each 


dimension is duplicated in each successive eyelet. This uniformity and reliability 


of product permits a steady rate of production at the eyeleting operation. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 
























PANOLENE SOLES are i 

“preferred stock" on shoe retailer's 
shelves. They add to the saleability 

of shoes because the millions who weor 








B.  vicuter ~~ them know that PANOLENE 
iy THAN LEATHER! <= wears longer . . . means J 
ORS. LONGER WEARING! jo wats : 
oe “<5. shoes looking smorter! 
~~ 4 

NON-SLIP! os | 

Qi, 


NON- MARKING! Si 


WEATHER-PROOF! 


PANGLENE Soles 


FOR MEN, WOMEN, CHILDREN 








PANOLENE DIVISION, PANTHER-PANCO CO., Chelsea, Mass. 
IN CANADA: Panther Rubber Co., Ltd., Sherbrooke, Quebec 








/GERBERICHS. . 


N. boys, anywhere on the 
face of the earth, have quite so 
much “get-up-and-go” to their 
make-up as our American 
youth. When there is a job to 
be done, they do it quickly, effi- 
ciently, then off to sports and 
play. Whenever you see a par- 
ticularly fast-moving boy, it’s a 
safe bet that he’s wearing 
Gerberichs’, or that he would 
like to wear them. The loyal 
support of these active boys has 
made Gerberichs’, America’s 
Most Popular Line Of Boys’ 


Shoes. 




















Here 


pT a ee aa. 














